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The Viability of Digital Options in the Newspaper Industry 


Abstract 


This study identifies present factors in the efficiency of the newspaper industry. It identifies the digital 
options that are available as a result of a technological boom and analyses whether they are necessary for 
the future sustainability and expansion of this industry. 

The objective is to determine whether the digital options will assist the newspaper industry to go forward, 
to increase circulation, subscribers and advertising revenue. 

Ifra, the World Association of Newspapers, Mintel and the European Commission published the reports 
that were consulted. Numerous websites are used for research as are a number of books and journals. 
Qualitative analysis techniques are used to gauge the industry and to gather a range of opinions in 
different fields of the business. A questionnaire was drawn up and presented by email where appropriate, 
and followed up by phone discussions. Alternatively, professionals were met in person and answered 
questions that were closely related to the questionnaire. 

The interviewees included (in alphabetical order) Mr. Hugo Drayton, Managing Director of Telegraph 
Group Limited, UK, Mr. Lars Johansson, Business Developer of Ostgota Correspondenten (Corren), a 
Swedish daily, Mr. Jack Knadjian, specialist from the Strategic Business Development Newspapers 
department in Agfa, Mr. Dominic Lyle, Director General of the European Association of Communications 
Agencies (EACA), Mr. Micha Moses, co-founder of Mimotek, a supplier of fully automated software 
solutions for the ePublishing industry, Mr. John Poulin, president of The Bedford Group Inc., a provider 
of advisory services, equipment procurement, program management and system integration to newspaper 
organizations worldwide and Mr. Rick Zednik, Circulation Director from The Wall Street Journal Europe 
(WSJE). 

The interviews were taped, written out, and structured to enable interpretation and to reach conclusions. 
On some subjects, a general consensus is reached, but not all. Many of the results mirror what is found in 
the literature review, but there are some interesting and new comments brought up. In many cases, the 
people interviewed are working on similar projects to this one, but could not share all data because of 
confidentiality agreements. This indicated that the topic being investigated is extremely close to boiling 
point in the industry and the industry may expect dramatic changes within the next year. 

The report brings together the literature from various respected reports and journals and new insights are 
brought forward straight from the working industry. 

The work outlines the digital technologies that are available to newspaper publishers, and suggests ways 
in which to use them for optimum effectiveness, in reaching the global population. The views inform 
about the present technologies and the probability of their failure or success. It gives newspaper 
publishers a startling insight into the vulnerability of the industry and the fact that they need to take a step 
back and see what is really going on. Publishers of today need to see themselves as content providers and 
use their resources to attract additional advertisers and subscribers. Although opinions vary, it seems that 
the traditional press is here to stay for quite some time. However, part of the publishing business may 
disappear within a number of years freeing up more press time, as ‘jobs’ are distributed by electronic 
means. 
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Chapter 1 - Introduction 

The purpose of this study is to establish whether there is a future for digital options 
in the newspaper industry and whether these digital options will replace, or 
complement the traditionally printed newspaper as we know it. 

The printed newspaper has suffered setbacks from poor economic conditions in the 
last three years resulting in decreased circulation and lower revenue from 
advertising. 

Population decreases have affected the circulation, as has the widespread use of 
technology in gaining access to news. Younger generations have become technology 
experts and read less than their older contemporaries. More global travel than ever 
before leads customers to demand news wherever they are, whenever they want it. 
Classified advertising has been confronted with ‘marketplace’ sites like e-bay. 
Broadband has meant that people have the option of logging on relentlessly for 
constantly updated news. 

Chapter two will look at the market of today which affects newspaper industry 
trends. The types of newspaper segments are outlined, as are the consumer 
demographic variables and a look at why the industry has seen decline in the last 
few years. 

The potential digital options including short-run digital printing, website editions, 
digital editions, Portable Document Format files (PDF), email alerts, Short 
Messaging Service (SMS), Wireless Application Protocol (WAP) and Really Simple 
Syndication Feeds (RSS Feeds) are described in chapter three. 

These options can be conveyed through paper, electronic paper (e-paper), tablet PCs 
and mobile phones. 

The fact that a number of respected broadsheets went tabloid earlier this year reflects 
that changes are welcome and needed in the market. Chapter four wishes to explore 
how newspaper publishers can survive in this ever-changing marketplace. Will co¬ 
operation between newspaper publishers be needed? Will the medium become more 
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important than the message? Will people demand their own customised edition? Can 
this changing technology add value to the content? Will future digital options 
complement the printed product or replace it partly or altogether? 

In order to come to conclusions about the above question, a review of the literature 
has been carried out. Interviews were conducted with industry professionals: 
newspaper publishers, industry experts and technology specialists. Chapter five 
outlines the methodology used in gathering the information, chapter six presents the 
industry opinions and chapter seven presents the conclusions of the data. 
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Chapter 2 - Analysis of Newspaper Market 

2.1 Introduction 

In order to assess whether there is a future need for digital technology to distribute 
content, the newspaper market is examined as it stands today. The types of 
newspaper segments and their means of circulation are outlined to establish whether 
distributing content through digital means is appropriate. Demographic variables are 
looked at to determine the types of consumers in the market and their needs, as is the 
reason why circulation and advertising has decreased in the last few years. It 
explains why a new method is needed to distribute the content, for example, because 
of trends with younger generations and finally takes a look at advertising 
developments. 

2.2 Types of newspaper segments 

On the market, there are international, national, regional, local, specialised and free 
newspapers available. Each of these papers has their own style, function and price. 
International newspapers that are distributed globally include the International 
Herald Tribune, and The Wall Street Journal. Some national newspapers are also 
distributed globally for example the Financial Times. International newspapers fall 
into the ‘distribute and print’ model where the finished newspaper is sent by 
PostScript or Portable Document Format (PDF) file to printers around the world. 
The advent of the Internet and faster connections means that the delivery of fdes to 
traditional offset lithography printers is fast, convenient and saves on distribution 
costs. The introduction of advanced desktop publishing and graphic software and 
computer-to-plate replacing computer-to-fdm means that deadlines are lengthened, 
mistakes are more easily rectified and reruns of single pages can be sent to the 
printers whether for a correction or as a later edition. Newspapers are sold through 
newsstands, single copy subscriptions, multiple copy subscriptions, sponsored 
subscriptions, bulk sales and controlled free copies. 

National newspapers are available throughout a country and printed and distributed 
to various locations. The newspaper is a perishable product: it is dispatched each 
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night by the publisher, the following morning the copies have either been home 
delivered or sold over the counter and by the end of the day those left are no longer 
in demand. They are sold through newsstands, subscribers and bulk sales. 

Regional newspapers are addressed to readers usually in a particular geographical 
area usually similar to a local authority area. 

Non-daily newspapers are typically local papers carrying local content and 
advertising and are generally published once a week. 

Sunday newspapers are published in only six European countries: Germany, UK, 
Ireland, Luxembourg, Greece and France. 

Free-sheets consist of daily and weekly free newspapers, dailies usually being for 
commuters in the form of, for example, Metro and weekly generally with classified 
advertisements and display advertising guided towards shoppers. These dailies 
provide a challenge for the conventional paid-for newspaper although it is said that 
they may form the habit of reading a newspaper leading to higher sales of the paid 
newspaper 1 . Their circulation is totally at the publishers’ judgment and is less likely 
to fluctuate with market conditions. Free newspapers have high quality, easy-to-read 
content, are brought out regularly at a favourable time, have a specific place of 
distribution 1 and offer a concise account of what has happened in the news in the 
last 24 hours. 

International newspapers are not the only publications available to be distributed 
globally any longer and with the arrival of a plethora of digital options, it will be 
possible for even the lowest circulated, most local versions to be made available to 
the worldwide audience. 

I fra 2 , a service organisation dedicated to the publishing industry worldwide, outlines 
present methods and potential future solutions for the distribution of content for 
newspapers from the largest printed volumes to personalised copies to single copies 

1 Ifra Special Report 6.25, Free Newspapers - an International Market Survey (Germany: Ifra, 2002), 5 

2 Ifra Special Report 3.32, Digital printing for newspapers? Opportunities and perspectives (Germany: 
Ifra, 2001), 18 
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on a screen, namely: conventional mass production, conventional mass production 
with small regional/target group-specific sections, individualised mass production, 
electronic distribution and local print production, electronic distribution for personal 
printout and the individual electronic/mobile newspaper. 

With over 450 million newspapers distributed every day, it is unlikely that 
conventional mass production will ever take advantage of using digital printing as 
the sole means of distributing the content because the volumes are too high and 
digital printing, as yet, does not satisfy economies of scale. 

With conventional mass production with small regional/target group-specific 
sections, the regional sections do not change very much from one to the next, 
perhaps just a place name change or a local front-page story. Digital printing is 
possible here as the print runs for these editions can be quite small, although if it just 
entails a black and white plate change, traditional lithography may be used. 

Individualised mass production is a potential avenue in the future where readers are 
targeted with specific content and advertising. It requires customer information in 
order to target with specifics, therefore would need to be subscription based. XML 3 
(extensible Markup Language) would be a useful application in this instance, as it 
would automatically generate the content for each individual’s interests. 

Electronic distribution and local printing refers to transmitting the content to digital 
printers around the world and allowing them to print and distribute the newspaper. 
The copies would be for the use of ‘roaming readers’, usually in short runs and 
could be ordered by airports and hotels. A company called Newspaper Direct runs 
this system at present, digitally printing on A3 sheets. 

Alternatively, customers print out the paper of choice at a special digital printer 
kiosk for a fee. At present, an organisation called Satellite Newspapers receives the 
PDF fdes from the publisher and distributes them to kiosks around the world. 

3 Introduction to XML <http://www.w3schools.com/xml/xml_whatis.asp> 
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Electronic distribution and personal printing involves the reader downloading the 
newspaper from the Internet or receiving it by email from the publisher and printing 
it off at home. This requires a change in layout for the publisher to accommodate A4 
format printers but with the advent of digital editions and PDF files this problem is 
overcome. The printing costs of paper and toner are transferred to the user. 

The individual electronic/mobile newspaper is accessed online and can be accessed 
through the publishers website and read on the users computer screen. These 
versions are constantly updated and offer the reader an opportunity to customise the 
homepage, to access archives and to apply for e-mail alerts of breaking news. 

Until now, all of the above options have been implemented except for the 
individualised mass production where news and advertisements cater for readers’ 
individual tastes. If the technology is available, has it not happened because people 
don’t actually want customised content, or perhaps the detailed segmentation is too 
arduous, or maybe advertisers are not convinced of the benefits? 

2.3 Types of consumers 

Over 450 million newspapers are distributed every day making it the most frequent 
daily purchase an individual makes. There are numerous options open to the public 
of newspapers to read and the industry serves a broad range of education, tastes, 
moods and interests. Overall, newspapers try to capture readers of all ages, levels of 
education, professions, socio-economic group, incomes, household positions and 
those with and without children. Within each newspaper type, reader profiles vary 
greatly, for example the affordable tabloid attracts those who want a light read and 
some gossip while, for example, the Financial Times attracts business people. 
People’s needs vary a lot and these needs have evolved over the years. 

Overall sales of newspapers have declined even with trends such as a growing 
number of households and an ageing population. This suggests that it is the other 
long-term trends, such as the increasing choices available in media and leisure time 
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plus advances in technology, that are the most influential in controlling consumer 
behaviour in the newspaper market. In the European Union, there is a falling birth 
rate and an increase of older people - by 2025 it is predicted that 19.2% of the 
population will be over the age of 65 4 . 

People in the older age bracket read the most newspapers with under-25s 
contributing the least to readership levels. Overall readership rises with socio¬ 
economic status and is most obvious for Sunday titles. 

A report by Mintel 5 , supplier of competitive media, product and consumer 
intelligence shows that men are more likely to read weekly papers. The gender 
difference reduces for the Saturday editions and females read the Sunday editions 
also, which may be caused by lifestyles and the fact that weekend newspapers are 
more feature-orientated. 

For example in the UK, the number of households is estimated to have increased by 
5% between 1998 and 2003, with further growth of 3% projected to 2007 and is due 
to the increase in the number of small households. One-person households have 
grown by 8% since 1998 and two-person households have increased by 7%. 
Growing numbers of households have the potential to increase demand and larger 
households would increase readership. 

Newspapers face competition from the increasing demands on leisure time as well as 
from other media, in particular from books, magazines, multi-channel and digital TV 
and radio, the Internet, mobile phones and personal digital assistants (PDA). 
European consumers use 41% of their ‘media hours’ for television, 13% for 
newspapers and 10% for the Internet. 81% of newspaper readers spend, at the most, 
one hour per week reading the newspaper 6 . 


4 Publishing Market Watch. Sector Report 1: The European Newspaper Market (European Commission, 
2004), 76 <http://europa.eu.int/comm/enterprise/ict/policy/publ-ind/sr01-eur-newspaper-market.PDF> 

5 National Newspapers - UK - November 2003 (Mintel International Group Limited, 2003), 12 

6 Publishing Market Watch. Sector Report 1: The European Newspaper Market (European Commission, 
2004), 91 <http://europa.eu.int/comm/enterprise/ict/policy/publ-ind/sr01-eur-newspaper-market.PDF> 
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2.4 Decline of the market 

An economic downturn in 2001 caused a decrease in advertising revenue and a fall 
in circulation figures of 1.8% in the UK in 2002/03 7 . 

The reason for the decline in circulation owes to the fact that people have more 
choice in leisure activities, the growth of new media, the availability of many other 
ways of gathering news and information, the choice within the print media industry 
and changes in the use of public transport. 

Circulation refers to the number of people that a newspaper is sold or delivered to 
whereas readership refers to the number of people who actually read the newspaper 
and this figure is always higher than the circulation figure. The Audit Bureau of 
Circulation (ABC) audits the circulation of publications for the benefit of advertisers 
and the ‘bureau’ in each country is a member of the International Federation of 
Audit Bureaux of Circulations (IFABC) www.ifabc.org . In 2001 in the UK, digital 
editions of newspapers were included in the ABC circulation total. In European 
markets, circulation has been static or falling in each of the newspaper segments (see 
figure 2.1). 


1 National Newspapers - UK - November 2003 (Mintel International Group Limited, 2003), 45 
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2003 

1999-2003 

Austria 

-1,20% 

-12,90% 

Belgium 

0,20% 

-5,50% 

Denmark 

-3,70% 

-9,60% 

Finland 

-1,70% 

-2,70% 

France 

-1,51% 

-4,98% 

Germany 

-3,00% 

-8,10% 

Greece 

-1,00% 

-8,00% 

Ireland 

-7,80% 

-3,80% 

Italy 

-1,70% 

0,10% 

Luxembourg 

-2,40% 

-7,12% 

Netherlands 

-2,50% 

-6,20% 

Portugal 

-4,03% 

-16,76% 

Spain 

0,01% 

0,06% 

Sweden 

-0,10% 

-1,30% 

United Kingdom 

-4,70% 

-3,40% 


Figure 2.1 Circulation losses in 2003 compared to 2002 and over five years 1999-2003 s . 

In a way to combat falling revenues, the cost of the newspaper may be raised. 
However, this only helps in the short term as long term a price war could break out 
which would cut prices overall. 


2.5 Distributing the content 

In order to retain readership and to evolve and move with the times, newspaper 
publishers need to introduce new ways of attracting customers. Because global 
travel has become so widespread, being in the right place at the right time is crucial 
to those single-copy impulse buys. With the need for a constant flow of up-to-date 
information, consumers want to be able to access news whenever and wherever they 
are. People have less time than before with the increase in leisure activities and a 
surplus of media to read, whether on the Internet or in print. 

Consumers have become less loyal and rarely invest in the same title consistently. 
The media industry is saturated and there is a huge choice. Advertising revenue has 
reduced and new ways need to be found in attracting advertising agencies. 


8 World Press Trends: Advertising Rebounds, Circulation Down Slightly <http://www.wan- 
press.org/article4473.html> 

10 Publishing Market Watch. Sector Report 1: The European Newspaper Market (European Commission, 
2004), 93 <http://europa.eu.int/comm/enterprise/ict/policy/publ-ind/sr01-eur-newspaper-market.PDF> 
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The younger generation has little interest in reading newspapers and finds the 
information more easily obtainable from the Internet. Young readers, existing 
readers and those who have turned their back on the media must be yet again be 
convinced to subscribe. This may prove difficult with the younger generation as they 
are so used to new media and embracing it as it comes on the market, suggesting 
that they may be less loyal and that they use an assortment of media to gather the 
information required. Although publishers try to find ways to attract younger readers 
in an attempt to build up a relationship with them, the older generation should be 
retained and considered as new customers as they have strong spending power and 
their population is on the increase. 

The average age of the daily paid newspaper reader is 44 and of the daily free 
newspaper is 32 10 , suggesting that free daily newspapers attract a younger audience. 
Customers do not know what they want or what they need, as with the broadsheet to 
tabloid changeover, but publishers must work with suppliers of digital equipment in 
an effort to retain readers and to increase revenue from display advertisements and 
classifieds. 

With the aforementioned individualised mass production i.e. with targeted 
advertisements/news, newspapers would have to be delivered individually to the 
readers, which provide a challenge for the distribution departments. 

Using a distribute and print model and delivering material electronically not only 
cuts costs for the publisher but also cuts downs on emissions which affect the 
environment. But according to the Publishing Market Watch report, the effect of 
environmental regulations alone will not hasten the drive to a more digital society 11 . 

2.6 Advertising trends 

The decline in advertising has greatly affected the industry with technology 
companies pulling out with the dot-com collapse, and aviation and financial 


11 Publishing Market Watch. Sector Report 1: The European Newspaper Market (European Commission, 
2004), 76 <http://europa.eu.int/comm/enterprise/ict/policy/publ-ind/sr01-eur-newspaper-market.PDF> 
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companies cutting their budgets in 2001. The global share of advertising revenue 
taken by newspapers fell from 32.1% in 2000 to 30.8% in 2002 12 . 

The Euromonitor Survey 2004 13 , carried out by the European Association of 
Communications Agencies (EACA), shows that there has been an advertising budget 
shift in the past year because of economic reasons and that new media, e-commerce 
and online-marketing had the greatest change. 

According to PriceWaterhouseCoopers (PWC) ‘Entertainment and Media Outlook: 
2003-2007 ’, classified advertising will continue to fall in 2004 as it has in the past 
two years, due to the weak U.S. economy and ongoing uncertainty in the global 
markets 14 . It is forecast that advertising spending will remain below its 2000 peak in 
every country except Spain from 2003-2007 15 . 

Direct marketing has become more popular as a means of advertising as have other 
forms of new media. Direct marketing is popular because of its ability to target and 
address individual’s needs. 

The classified advertisement market has been the worst hit with fierce competition 
from Internet sites that promote the sale of goods and services through a 
‘marketplace’ or online auction. The recruitment-advertising sector has also been hit 
with most people now searching for jobs online. Advertising revenue will be further 
threatened by interactive digital television (iDTV) and the Internet where in the past 
mass media would have been used to get the message to the public. 


12 Publishing Market Watch. Sector Report 1: The European Newspaper Market (European Commission, 
2004), 93 <http://europa.eu.int/comm/enterprise/ict/policy/publ-ind/sr01-eur-newspaper-market.PDF> 

13 The Euromonitor Survey 2004 , Analysis of Business Development in 2003, Question 5 (European 
Association of Communications Agencies (EACA), 2004) 
<http://www.eaca.be/default.asp?s=FactsFigures&sb=Euromonitor2004> 

14 Global Entertainment and Media Outlook: 2003-2007- Industry’ Preview (PriceWaterhouseCoopers, 
2004)<http://www.pwc.com/extweb/industry.nsf/docid/26BB87C51161C92D85256D39004C54C6#NE 
WSPAPER> 

15 Entertainment and Media Outlook for Europe: 2003-2007 - Industry Segments 
(PriceWaterhouseCoopers, 2004) 

<http://www.pwc.eom/extweb/industry.nsf/docid/ED09352AB280D20685256DC5006D5EFl#NEWSPA 

PER> 
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Chapter 3 - Analysis of Digital Options 

3.1 Introduction 

The digital options available to newspaper publishers as an alternative or 
complement to the printed product are short-run digital printing, website editions, 
digital editions, Portable Document Format fdes (PDF), email alerts, Short 
Messaging Services (SMS), Wireless Application Protocol (WAP) and Really 
Simple Syndication Feeds (RSS Feeds). These methods are conveyed on medium 
such as paper, electronic paper (e-paper), tablet PCs and mobile phones. 

3.1.1 Short-run digital printing 

Digital printing allows content to be disseminated in a fast, direct and automatic 
way, when and where it’s needed, while enabling personalisation and customisation. 
Unlike conventional print where data is converted into usable output in the raster 
image processor (RIP*) and then printed in a separate system, digital printing 
combines these actions where data is input into the system i.e. the printing press and 
the printed paper is output 16 . Digital printing can be broken into two types, 
computer-to-print and computer-to-press with offset printing. 

The major types of computer-to-print technologies are electrophotography (laser 
printing using toner) and inkjet and within this there is variable and non-variable 
imaging possible. 

Computer-to-press consists of inline computer-to-plate/laser imaging and computer- 
to-cylinder/laser thermotransfer with non-variable imaging. 

Make ready times differ with each system. Conventional printing has a substantial 
make-ready time, as there is a mechanical plate change although this is getting much 
shorter with automatic plate changes. 


16 Ifra Special Report 3.32, Digital printing for newspapers? Opportunities and perspectives (Germany: 
I fra, 2001), 12 

* RIP - Postscript programming language compiler, which interprets files and executes the command to 
draw objects on a page. RIPing results in a rasterised bitmap that tells the output engine where to place 
dots. Andersson (1998). 
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With computer-to-print, the data is variable and is converted ‘on the fly’. The speed 
of the RIP in this case determines the speed of the press, especially if it is a high 
quality job. 

By means of computer-to-press the imaging is done inside the printing press, so 
there is no mechanical plate change. Converting the data in the RIP takes some time 
before press start, especially if it is a high quality job. 

With computer-to-print, either ink or toner is used in transferring the image to the 
substrate. The ink is transferred through micro-nozzles while the toner is transferred 
via electromagnetic fields. Dry toner is used in office equipment, but for large runs, 
liquid toner would be required. 

With computer-to-press, the automatically charged photosensitive or thermal 
plates/foil are imaged with numerous laser beams in parallel. Depending on the type 
of plate system, either conventional wet offset or waterless offset can be used. 

There are both sheet-fed and web-fed digital presses available on the market. The 
difficulty lies in erasing the image as stable ink must be used for adequate quality 
but it must not leave a residue or transfer ghost images to the next job. 

One of the problems with digital printing of newspapers is the format is generally 
too big for digital printers; A3 is the maximum they can accommodate although web 
presses will change this. The smaller font can lead to poor legibility so the design of 
the newspaper needs to be taken into account. It may lead to a new global standard 
for the format and issues regarding speed, cost, substrate, colour and finishing must 
be overcome. Traditionally the newspaper industry uses 45gsm newsprint. Oce, IBM 
and Xeikon supply web-fed equipment that can use 45gsm newsprint with the page 
format a little larger and enables it to be folded in-line. 

Digital printing means less investment than for conventional printing in the areas of 
paper storage, mail rooms, prepress and distribution costs. It can develop circulation 
and subscribers in remote areas, promoting new sales channels. It is also an 
opportunity for local advertising, local sponsorship and casual copy sales. 
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Digital printers called kiosks are available for convenience where the reader pays a 
premium for the newspaper; in the case of Satellite Newspapers 
www.satellitenewspapers.com €4 for a single copy which takes two minutes to print. 
Only the ordered copy is printed so there is no waste involved and no distribution 
costs. 

Digital printing also ensures that the paper is delivered on Day A (date of issue), as 
opposed to Day B or Day C especially if the circulation is small in a remote area. 

It also enables producing newspapers locally for a neighbourhood, enabling more 
specific targeting of the reader. 

Digital printing enables short runs, personalisation, and customisation and is unique 
in the fact that it provides variable data. It offers a low cost of consumables and the 
copies are available on demand, whenever, wherever. The drawback is that the 
copies are expensive for the end user. It offers an opportunity to expand market 
share and to segment the market in an effort to customise the product. With so much 
global travel, it is almost a necessity for the roaming reader. It also offers local 
advertisers an opportunity to advertise in an international paper and reach a new 
customer base. It encourages co-operation between publishers in trying to make the 
model work efficiently. 

The threats to digital printing are traditional lithographic printing, online media and 
electronic editions. 

Dr.Mike Fairhead, ex-executive director of Ifra for UK and Ireland, believes that the 
time has come for news to be delivered electronically and printed digitally 17 . 
According to him, there are three main areas for the digitally printed newspapers. 
The first one is for single copies that are printed on demand through kiosks in public 
places throughout the world, operated by Satellite Newspapers and 
Newspaper-Direct www.newspaperdirect.com . Although a premium must be paid, it 
is a convenient way for the reader to obtain the preferred newsprint when away from 


17 Digital Demand. The Journal of Printing and Publishing Technology (Pira International 2002), 
Volume 3 Issue 2, 17 
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home and there is no waste as only one copy is printed. The second is printing for 
small remote markets in an effort to receive the paper on Day A. The third is where 
smaller runs can be used to target readers more effectively. The main advantage, he 
says, of printing newspapers digitally is in overcoming traditional distribution 
problems. 

According to Laurel Brunner and Cecilia Campbell in the report Digital Newsprint 
for Roaming Readers 18 , European newspaper publishers do not believe that digital 
printing will be a commercial reality for newspapers, even by 2010. They believe 
that costs and speed issues will still be unresolved and users will still not be willing 
to move away from traditional newspapers. It is considered a service rather than a 
means of raising revenue. 

Subscribers should be able to change their address at the last minute and have the 
newspaper delivered to their hotel etc. when they travel. 

It is thought that few take advantage of time zone differences in order to produce 
different editions for remote markets. Far from undermining the newspapers role, 
digital technology and the Internet have the potential to reinforce the newspapers 
universal reach. 

3.1.2 Website editions 

‘‘The European newspaper industry has invested heavily in web site developments 
as part of its content delivery model” Ifra 19 . 

The investment of setting up newspaper websites hasn’t as yet paid off in revenue 
terms but offers the reader editorial content, advertising information and 
subscription information. Online editions are used as a complement to the printed 
version, gaining access to new markets and new distribution and production models, 
thereby extending the ‘distribute and print model’. They manage content delivery 
and are used for communication with customers and to promote interactivity. 


s Digital Newsprint for Roaming Readers, Laurel Brunner & Cecilia Campbell (Digital Dots, 2002) 

19 Ifra Special Report 3.36. Digital Newsprint. New Opportunities for Remote Business Development (Ifra, 
2003), 7 
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Online editions are constantly updated and offer an archive service. However, the 
user must always be logged on to the Internet and it isn’t extremely convenient as it 
cannot be carried everywhere. Future opportunities lie in an increase in paid 
subscribers and online advertising. The older generations may take some 
convincing, however the younger generations are already very used to the 
technology, which is positive for future plans of online editions. 

According to Forrester, an independent technology research company that advise 
about technology's impact on business, broadband grew 92% in Europe in 2002 and 
in 2008 it is expected that 30% of homes will have it 20 . In the USA today for 
example, 5,200 hotels have broadband, by 2008, it is estimated there will be 
27,000 21 . 

3.1.3 Digital editions 

Digital edition newspapers are exact replicas of the printed newspaper that users can 
read on their computer screen. Digital editions offer readers another option online, 
another way the read the daily newspaper, and they also have the potential to 
improve revenue generated for the publisher. Digital editions are familiar to readers, 
as they look the same as the printed edition. They can be downloaded and read 
without being connected to the Internet. Digital editions can be dropped off at a 
subscribers computer automatically without the user having to visit the website. 

Publishers have the option of selling subscriptions to their on-screen digital edition 
and close off their website to those who don’t subscribe to either the printed or 
digital version. In 2001, The Audit Bureau of Circulation (ABC) in the UK allowed 
publishers to count paid digital edition subscriptions in their circulation totals. This 
helped to increase the number of subscription-based digital editions. In this way, it 
works more as a circulation tool than as a revenue tool. 


20 Europe's Broadband Focus Shifts To Profit (Forrester 2003) 
<http://www.forrester.eom/ER/Research/Report/Summaiy/0,1338,16489,FF.html> 

21 Hotel Broadband Market Getting Hot Again After 3 Year Slump (August 3 rd , 2004) 
<http //www. instat.com/press .asp?ID= 1041 &sku=IN040128 8MU> 
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Digital editions can work well in an isolated market if the publisher has a monopoly 
position, also if the printed edition is likely to be delivered late, especially in remote 
regions. A more negative approach to digital editions may conclude that they offer 
less than a website, less options are available and they are not updated constantly. 
There aren’t many links, the use of archives is limited and interactivity is not an 
option. 

Opportunities for the digital edition he in offering extra services than the printed 
version. Content should be updated regularly, images, video, links should all be 
available. It offers a ‘treeless’ solution for the environmentally conscious 22 . 

There are organisations which offer an end-to-end solution to publishers who wish 
to launch a digital edition e.g. NewsStand www.newsstand.com and Olive Software 
www.olivesoftware.com . NewsStand is a digital distributor for newspapers, 
magazines and other print media based in Texas and has 75 international clients. As 
well as managing the KiOSK’s, they also handle digital editions. Once the printed 
version has been completed, the prepress PostScript or the PDF files are transferred 
to NewsStand for processing. The files are converted, links are added, the text is 
scanned to enable searching by keyword and the fdes are compressed by at least 70 
percent. 

Olive Software provides software that allows publishers to produce their own digital 
editions. With this the completed PostScript or PDF files are converted to extensible 
Markup Language (XML). 

Digital editions can be personalised containing targeted advertising and customised 
editorial content. 

3.1.4 Portable Document Format - PDFs 

Portable Document Format (PDF) files offer secure and reliable distribution and 
exchange of electronic documents and forms. PDF is a universal file format that 


22 Advanced Interactive Media Group L.L.C Digital Newspapers: What, How and Why? 
< http://www.newsstand.com/corporate/DigitalNewspaper.PDF >. 7 
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preserves the fonts, images, graphics, and layout of any source document, regardless 
of the application and platform used to create it. 

In the newspaper industry, a company called Mimotek ( www.mimotek.com) have 
taken PDF fdes a step further to enable convenient access to news articles while 
keeping the logical structure and the original visual appearance. They have created a 
‘Mimotek Structuriser ’ that organises the PDF received from the publisher into 
graphic objects making it easier to extract content and to view it in different ways. It 
is possible to search the documents, to search archives and to combine clippings 
from different articles on one page. They are available in XML and HTML format 
and in a format suitable for PDAs (Personal Digital Assistant). ‘Mimotek Reader ’ 
allows structured PDF fdes to be read on a tablet PC. The disadvantage of this is that 
the articles are not updated. 

3.1.5 Email alerts 

Email alerts of breaking news can be sent to the email inbox and to mobile devices. It 
offers an up-to-date summary of news items. It is convenient and fast as the user only 
has to register once, it can be tailored to send only relevant information to the reader 
and it offers the publisher extra income. 

3.1.6 Short Messaging Service - SMS 

In 1998, 44 million SMS messages were sent. A year later this had increased by over 
300 percent 2 '. This is a very popular mode of communication and offers publishers a 
new way of communicating with the users. SMS are relevant, up-to-date and 
convenient to receive. 

3.1.7 Wireless Application Protocol - WAP 

WAP was designed in 1997 to show Internet content on wireless handheld devices, 
like digital mobile phones. WAP is used to access services and information, was 
inherited from Internet standards and uses the mark-up language Wireless Markup 


23 Ifra Special Report 6.28. Mobile Sendees (Ifra, 2003), 6 
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Language (WML) 24 . Web pages are rewritten to include less text and images 
because of the limitations of mobile devices. Readers can use it to read e-mail, to 
look at news and to download games. 

3.1.8 Really Simple Syndication feeds - RSS feeds 

Really Simple Syndication (RSS) Feeds are a way to keep automatically updated 
about particular subjects in websites. It allows users to view information from many 
websites without having to load them all individually. There is no spam and no pop¬ 
up advertisements to bother the user. Many newspaper publishers use RSS feeds in 
distributing their content, as it is an XML format for sharing web content like news 
headlines. 

The user must install a program called a newsreader, a client or an aggregator and 
these monitor the sites that the user has expressed an interest in. It saves time for the 
regular Internet user and compiles all relevant and up-to-date information in one 
place. 

3.2 Delivery medium 

Although the traditional means of delivering content to the population has been on 
paper, new methods of delivering it must be used. Technology has changed and 
keeps improving, allowing different modes of delivery. Environment regulations 
mean that it is not practical to keep using tonnes of paper in an already expensive 
production process and where extensive delivery networks are needed which use 
fuel. Alternative medium includes electronic-paper (e-paper), tablet PCs, mobile 
phones and interactive digital television (iDTV). 

3.2.1 Newsprint 

Newsprint is an uncoated paper that is mainly used for printing newspapers. In the 
past, it has been made largely from mechanical pulp, although an increasing amount 
of recovered paper is used in the production. The weight of a sheet of newsprint 


24 Introduction to WAP <http://www.w3schools.com/wap/wap_intro.asp> 
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usually ranges from 40 g/m 2 to 52 g/m 2 , but can be as high as 65 g/m 2 . Newsprint is 
white or slightly coloured and is supplied in reels for printing 25 . 

Publishers are very aware of the cost of newsprint and the economic slowdown and 
weak advertising market affected the newsprint market. The cost of newsprint is 
high and is forecast to increase again next year 26 . 

3.2.2 Electronic paper 

The aim of e-paper is to show electronic text on thin, flexible sheets that look and 
feel like paper 27 . E-paper sheets are thin as three human hairs and powered by 
batteries. It is a plastic display material that is similar to paper but stores electronic 
images. It is electrically ‘writeable’ and erasable; it can be reused, and operates on 
low power. 

E-paper uses Electronic Ink that consists of millions of tiny microcapsules, the 
diameter of a human hair. Each microcapsule contains positively charged white 
particles and negatively charged black particles suspended in a clear fluid. When a 
negative electric field is applied, the white particles move to the top of the 
microcapsule where they become visible to the user. This makes the surface appear 
white at that spot. At the same time, an opposite electric field pulls the black 
particles to the bottom of the microcapsules where they are hidden. By reversing this 
process, the black particles appear at the top of the capsule, which now makes the 
surface appear dark at that spot 28 . 

The e-ink works with plastic electronics, which control the e-ink and tells it what 
image to put on the flexible plastic sheet. 


25 CEPIPRINT - Association of European Publication Paper Producers Product Definitions 
<http://www.cepiprint.ch/prod_definition/index.htm#newsprint> 

26 Akerhielm, M (2004) Norske Skog 2Q Oper Profit -34%; Sees Weak 2H, Dow Jones Newswires 
< http://money.excite.com/isp/nw/nwdt rt,isp?section=news&news id=dji- 
00047720040803&feed=dii&date=20040803&cat=INDUSTRY > 

21 BBC News (2001) E-paper moves a step nearer < http://news.bbc.co.Uk/l/hi/sci/tech/1292852.stm > 
2S E Ink Corporation (2002) Electronic Ink < http://www.eink.com/technology/index.html > 
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3.2.3 Tablet PCs 

Tablet PCs are notebook computers that have a Liquid Crystal Display (LCD) screen 
on which the user can write using a special-purpose pen, or stylus. 

Tablet PCs will help the increase in popularity of digital edition newspapers. They 
offer the prospect of rich interactive audio, video and advertising on screen, 
especially with the emergence of broadband. 

3.2.4 Mobile phones 

70% of the population in Europe own a mobile phone and this is forecast to reach 
the saturation point of 80% before 2010 29 . GSM’s (Groupe Special Mobile/Global 
System for Mobile communications) will be replaced by GPRS (General Packet 
Radio Service) phones and UMTS (Universal Mobile Telecommunications System) 
phones will follow these (see figure 3.1). 

GPRS mobile phones use packet-switched technology meaning it is online 
continuously, ready for instant use and charges are made only when information is 
actually sent or received. Data is transmitted two to three times faster than normal 
GSM’s. 

With UMTS, one can talk and see in real time, have access to the Internet and can 
use cameras and email. 

For newspaper publishers, mobile communications offer a way to get closer to the 
consumer and to get to know their interests. It offers a way to communicate with the 
younger generation and offers value-added advertising to advertisers. The main 
advantage of mobile phones is in the fact that they are always available and always 
with the user, indicating a huge opening for content delivery and interactivity, with, 
for example, responding being peoples natural reaction to SMS. Newspaper 
publisher’s opportunity is in the fact that they are content providers and they can 
advertise their new value-added services in their own medium. It also offers a new 
means of payment for goods and services. With GPS (Global Positioning System) 
capability, publishers will be able to target consumers with content, associated with 

29 The Mobile Opportunity. Shaping the Future of the Newspaper 3.1 (World Association of Newspapers, 
2004), 13 
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where they are geographically and even be able to promote the local paper when 
people arrive in another country. 

In 2000, it was predicted that “third generation” (3G) mobile devices would 
“function as a phone, a computer, a television, a pager, a videoconferencing centre, a 
newspaper, a diary and even a credit card” 30 . 
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7% 
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16% 


Source: Forrester 


Figure 3.1 Forecast use of mobile technologies 31 


3.2.5 Interactive Digital Television - iDTV 

Digital television offers better pictures and sound than analogue television. 
Interactivity is possible because a return path is available meaning that users can use 
remote control buttons to send information back and forth to service providers 32 . 
Partnerships can be set up with digital TV stations where news is then delivered 24 
hours a day to subscribers. Newsrooms can use XML feeds that are sent 
automatically to the TV services. This service is offered in Scandinavia giving 
readers the option to ‘read’ the news at any time they wish. 32 


30 Vision, meet Reality, The Economist, September 4 th 2004, 59 

31 The Mobile Opportunity. Shaping the Future of the Newspaper 3.1 (World Association of Newspapers, 
2004), 15 

32 Perera, S. (2002) Interactive Digital Television Seiwices for People with Low Vision 
<http://www.tiresias.org/itv/itv 1 .htm> 

33 The Mobile Opportunity. Shaping the Future of the Newspaper 3.1 (World Association of Newspapers, 
2004), 21 
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Chapter 4 - Opportunities for Newspaper Markets 

4.1 Introduction 

The results needed by newspapers to increase revenue are a growth in advertising 
and an increase in circulation/subscribers. 

In order to reach new subscribers and advertisers, lateral thinking and a creative use 
of resources is needed, as well as a close following in the development of new 
technologies. 

Customisation and personalisation can be introduced and the strengths of newspaper 
advertising exercised. Newspapers can benefit from the Internet in reaching more 
people with up-to-date information and the cost of reaching new markets using this 
method is cheaper than before. Content can be sold to other content providers, there 
can be co-operation between publishers in an effort to cut costs and offer new 
services, information can be delivered using mobile devices and niche markets can 
be considered. Strong regional newspapers can become national papers 
(approximating the Cork Examiner becoming The Examiner in 19 9 6 34 ), publishers 
can benefit from EU enlargement, the movement of people and decentralisation 
schemes. They can re-launch their brands and find ways of encouraging younger and 
older readers to read the paper for future expansion. 

4.1.1 Evolution of newspaper market 

It is said that Moores Law, (where processing power doubles every eighteen 
months 35 ), will not keep going forever and that eventually, computers are going to 
be as fast as it is physically possible for them to be 36 . However, in the meantime 
there are plenty of new technologies still bombarding the marketplace. The more 
traditional newspaper publishers and printers can see this as an enormous threat. Just 
as telephone booths are becoming a thing of the past with their demise caused by the 
cell phone, will newspapers suffer the same end? 


34 Marketing Mix Revisited: Winning with the Four Ps (1997), 5 <http://www.wan- 
press.org/IMG/PDF/doc- 331.PDF> 

35 Moores Law <http://c2.com/cgi/wiki7MooresLaw> 

36 End of Moores Law < http://c2.com/cgi/wiki7EndOfMooresLaw> 
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The Oxford/London Gazette is considered the first true newspaper, published in 
1666 37 . Newspapers in the 20th century were concerned about professional 
development and adaptation to changing consumer and media markets 38 . Not much 
has changed since then. The challenge and opportunity, which has always faced the 
newspaper industry, is one of adapting to consumer and market needs. 

Newspaper organisations must constantly evolve and update their knowledge in an 
effort to keep in touch with market changes, both technological and social. 
Newspaper publishers must break away from the traditional newspaper mentality 
and move towards one of content provider. The resources available to publishers 
must be utilised to the utmost and co-operation and communication between internal 
departments and with other publishers is essential in maintaining a forward-thinking 
approach. 

4.1.2 Customisation 

According to Dr. Mike Fairhead, 25% of newspapers produced conventionally are 
not read 41 . 

With the advent of electronic distribution and local printing it is possible for greater 
customisation both in content and advertising and parts of newspapers can be put 
together to fulfil a specific request and interest of the reader. 

Customer relationship management (CRM) is needed to understand customer needs 
in an effort to improve existing products and create new alternatives in making 
newspapers as interesting and interactive as other sources of news. As indicated by 
the World Association of Newspapers (WAN) in ‘Successful CRM’ report 42 , CRM 
increases advertisers, subscribers and levels of reader retention. Readers can be 
targeted more effectively and new possibilities for value-added can be discovered. 


37 The Origins of Newspapers <http://www.historicpages.com/newspaperrhist.htm> 

3S ^4 Brief History of Newspapers <http://www.newspaper-industry.org/history.html> 

41 Digital Demand. The Journal of Printing and Publishing Technology (Pira International 2002), 

Volume 3 Issue 2, 18 

42 Successful Customer Relationship Management (World Association of Newspapers) <http://www.wan- 
press.org/article220.html> 
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For example, at the moment, publishers earn very little money from distributing 
copies on airplanes. These copies can be customised by the airline by using digital 
printing and the front page can be devoted to the passenger, with their name and 
information about where they are flying. It decreases distribution costs as the copies 
printed are actually used by readers without extra copies having to be flown back 
and forth. 

Hotels can also use customisation to promote the hotel with special offers and to 
publicise local tour agents and taxi companies. 

Mobile services can simplify the personalisation aspect of publishing and may be 
more successful in targeting readers than receiving customised news on paper. For 
example, the content sent via mobile is generally quite condensed and can be used to 
transmit a variety of data e.g. football scores - local or international, share prices, 
traffic and weather. In the mobile world, publishers can set themselves up as 
“mobile virtual network operators” (MVNO) 43 , where they team up with phone 
operators and resell access to the network under their own brand to different 
segments of the population. 

4.1.3 Advertising 

Despite the low growth in population, the number of households and managerial 
level jobs continue to grow, as does the proportion of income available for education 
and information 44 . This stimulates the demand for newspapers. According to 
INTERGRAF, the International Confederation for Printing and Allied Industries, 
almost two thirds of the graphic industry’s turnover depends directly or indirectly on 
advertising 44 . Any decisions, political or otherwise can affect advertising. It also 
claims that the number of advertising inserts in newspapers is on the increase. 

With digital printing, Newspaper-Direct, for example, serves a very appealing 
demographic, mainly business executives and customers of luxury hotels and cruise 

43 Vision, meet Reality, The Economist, September 4 th 2004, 61 

44 Special feature on Publishing and Printing (European Communities, 2001), 58 

<http://europa.eu.int/comm/eurostat/Public/datashop/print-product/EN?catalogue=Eurostat&product=KS- 
33-00-946- -N-EN&mode=download> 
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ships making it a very attractive platform for advertisers, as well as the ease of 
ordering where the advertisement can be ordered once and placed simultaneously in 
all titles in the network. 

Newspapers can supplement their advertising packages with complementary 
services such as events, sales promotion, leaflets and direct marketing to bring the 
advertiser greater value and results. Advertising can be matched to reader profdes, 
using for example, ‘advertorials’. 

A strong opportunity for the newspaper industry is the fact that people will be able 
to avoid advertisements using “pop-up” blockers in web browsers and will have the 
ability to avoid recording commercial breaks when recording television programmes 
on personal video recorders 45 . With newspapers printed on paper, this can never be 
the case and is a valuable sales pitch in convincing advertising agencies to buy. 

Rosetta www.rosetta.nl is an Internet classifieds company who offers publishers a 
way to integrate newspaper and web classified advertisements. Rosetta's platform 
for classifieds is based on XML 46 , which supports every kind of classified 
advertisement: online, in print, by email and using SMS messages and handheld 
devices 47 . It allows advanced search facilities; publishers can book and create their 
classified advertisements online for the web or print version and see the resulting 
PDF and it gives an immediate price quotation. The Irish Independent claims that it 
improves customer service and reduces operational costs 48 . 

4.1.4 Co-operation 

Competition between newspaper titles can seem laid-back at times and this can be a 
disadvantage especially if it slows down technological advancements and 
innovation. Newspaper publishers can prepare to invest in new technologies and 

45 Paying to Avoid Ads, The Economist, August 7 th 2004, 52 

46 Spriggs, G. (2004) Seybold Amsterdam 2004 

<http://www.seybold365.com/ams2004/conference/index.php?s=speaker_detail_fm&speakerid=18727&e 

ventid=15> 

47 System 6 http://www.rosetta.nl/svstem6/index.htm Rosetta 

4S Independent Newspapers Ireland chooses Rosetta <http://www.rosetta.nl/powered/independent.htm> 
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research in an effort to discover the best ways to exploit the opportunities available 
as well as getting involved with suppliers of both traditional and new systems. 
Where electronic distribution and local printing is involved, it is necessary for 
publishing houses to co-operate in order to print a small number of the ‘foreign’ 
newspaper, for the local market. This helps in realising economies of scale in 
production, and in merging IT support and sales departments. 

Co-operation can also make it easier for an advertiser to carry out a campaign where 
there is one overall body to represent a group of newspapers. The sharing of editorial 
content is less advisable as it is essential that the paper does not lose its individuality 
and style. 

Internal departments can also come up with solutions and work together in order to 
merge print and electronic options seamlessly and produce a complete package for 
the consumer. 

4.1.5 Technology 

Technologically, effective digital workflow management is required in order to 
implement successful digital media. To capture, store, and exchange content and 
business information newspaper publishers can use extensible markup language 
(XML) and news markup language (NewsML). 

XML was created to structure, store and send information 49 . XML can be used to 
manage content, to make multiple media publishing possible at a low extra cost and 
to archive content. It also enables easier transfer of information between different 
companies and can be transmitted over the Internet. 

NewsML enables the grouping of related news items into one package i.e. the story 
and the photos. “NewsML is the structure used to publish news in any format. It can 
be used by news providers to combine their pictures, video, text, graphics and audio 
fdes in news output available on web sites, mobile phones, high end desktops, 


49 Introduction to XML <http://www.w3schools.com/xml/xml_whatis.asp> 
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interactive television and any other device” 50 . The structure of NewsML gives the 
user everything they need to know about news content. News can be provided in 
different languages, video clips in different formats and different resolutions of the 
same photograph 51 . 

4.1.6 Interactivity 

Readers can be encouraged to interact with the editors and journalists and to provide 
feedback on articles. Readers can react to competitions via mobile devices and share 
their opinions with others. By publishing reader’s comments and even their photos, 
it can generate renewed interest in the printed newspaper. 


50 NewsML is the evolving industry standard for news, conceived by Reuters, developed and ratified by 
the IPTC <http://about.reuters.com/newsml/> 

51 Welcome to NewsML™ (2004) < http://www.newsml.org/pages/index.php > International Press 
Telecommunications Council (IPTC) 
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Chapter 5 - Methodology 

5.1 Introduction 

In order to gather opinions to support the content uncovered in the literature review, 
professionals from the newspaper industry were consulted. 

The literature review investigates the subject matter through various reports, books, 
journals and website articles. Data is gleaned from industry reports, survey reports, 
governmental reports, strategy reports and consumer intelligence reports. 

Chapter two identifies the newspaper segments and looks at the market affecting 
them. The European Commission, Ifra and Mintel supply reports, and research 
carried out by PriceWaterhouseCoopers, the World Association of Newspapers 
(WAN), and the European Association of Commmunications Agencies is consulted. 
Chapter three identifies the strengths, weaknesses, opportunities and threats of 
potential digital options, and possible content delivery medium. Numerous websites 
are referred to as is a PIRA journal Digital Demand, to back up this approach. Ifra, 
WAN, Digital Dots and the Advanced Interactive Media Group published relevant 
reports and The Economist offers an up-to-the-minute view of digital technologies. 
Chapter four explores how newspaper publishers can survive in this ever-changing 
marketplace. Again insightful reports are used. 

In such a fast-moving environment where technology is constantly developing, and 
where the subject in question demands a look into the future, it is crucial to find out 
what the industry actually thinks are the important factors in the environment. 

5.2 Benefits and limitations of approach 

The literature study led to the formulation of a questionnaire 52 that formed the basis 
of the interviews referred to in chapter six. The interviews were conducted face-to- 
face in the majority of cases and follow-up phone calls were used, where required. 
All dialogues were taped with prior permission from the speaker. 


52 See Appendix 8 
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The benefit of carrying out face-to-face interviews is that they are personal and offer 
an environment where questions can be asked freely and the meanings of questions 
and answers can be investigated further. They offer a large amount of relevant data 
in a short time frame and the interviewee offers co-operation. Interviews give the 
opportunity for follow-up questions if clarification is required, and data is collected 
in its natural setting, giving background on industry and events. Recording of 
dialogues is used to aid memory as is note taking (in case of a technical fault) and 
hard copies of data, reports and even samples can be viewed and collected. 

Limitations of this type of technique are that data can be misinterpreted and they 
depend on the co-operation of the interviewee (Greenfield, 2002 53 ). If not recorded, 
they are difficult to reproduce and note taking can be unclear and restricted. Tape 
recorders are not used from the very beginning of the interview or at the end when 
things are said off-the-record, which may lead to a loss of valuable information. The 
interview depends on the honesty of both the researcher and the person being 
interviewed. The fact that people were interviewed from different standpoints in the 
industry gives one, perhaps biased, viewpoint and offers fewer occasions for 
contrasting opinions. 

The interview topics are specified in advance from the data in the literature review, 
and the interviewer throughout the course of the interview decides the sequence and 
wording of them. A standard questionnaire is used to keep the subject matter on 
track and is referred to at intervals. This helps to keep the data collection systematic 
for each interview although it may be that some topics are left out accidentally. This 
interview approach gives flexibility and questions asked are related to the business 
role of the interviewee. It also allows other, perhaps important, views to be 
conveyed which might otherwise be omitted from the standard questionnaire. 

Similar projects of assessing the viability of digital technologies are being conducted 
in the industry. These ongoing projects are confidential and the details of them 

53 Greenfield, T (2002) Research Methods for Postgraduates. 2 nd ed. London: Arnold 
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cannot be divulged which leads to a lack of details in some areas but offer a 
wonderful opportunity to continue following the developments in the industry and 
where this field of research is heading. 

5.3 Range of Interviewees 

A range of people from the industry is chosen in order to get an outlook from 
different angles and to gather contrasting views in order to put the industry in 
perspective. The newspaper industry is made up of many departments and functions 
and its revenues are affected greatly by circulation and advertising. Software, 
hardware, research and external advisory bodies influence the performance of a 
news operation. 

Circulation is a crucial determinant in the success or failure of a newspaper as far as 
the advertising agencies are concerned. A circulation director from a European 
newspaper publisher was interviewed to learn about circulation trends and how 
customisation and digital editions could affect it. 

Advertising greatly affects the performance of the newspaper industry and revenues 
are heavily affected by it. A view is sought from an organisation representing 
advertising agencies in the media. 

A supplier of software solutions for the publishing industry tells how the industry 
can benefit from such an approach and its usefulness. 

A provider of advisory services in the U.S.A who is in regular direct contact with 
the newspaper industry and assessing their needs gives a good insight into the 
industry as a whole and the developments within. 

A leader in the field of newspaper prepress and press output gives his views on 
where he sees the industry going in the future. 

Sweden is extremely advanced in developments for improving the efficiency and the 
success of the newspaper market. An insight is given into a market leader in the field 
of publishing. 

The UK newspaper publishing business is one of the biggest in Europe and a 
publisher explains fluctuations involved. 
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Chapter 6 - Players in the Industry 

6.1 Introduction 

There are various participants in the newspaper industry who have an interest in the 
digital options available. These include advertising agencies, suppliers of digital 
printing equipment, suppliers of software and newspaper publishers. 

In order to get a broad view of what the industry actually thinks about the future of 
the newspaper, a number of people from different areas in the business were 
interviewed. 

6.2 Interviewees 

The interviewees included (in alphabetical order) Mr. Hugo Drayton, Managing 
Director of Telegraph Group Limited, UK, Mr. Lars Johansson, Business Developer 
of Ostgota Correspondenten (Corren), a Swedish daily, Mr. Jack Knadjian, 
specialist from the Strategic Business Development Newspapers department in Agfa, 
Mr. Dominic Lyle, Director General of the European Association of 
Communications Agencies (EACA), Mr. Micha Moses, co-founder of Mimotek, a 
supplier of fully automated software solutions for the ePublishing industry, Mr. John 
Poulin, President of The Bedford Group Inc., a provider of advisory services, 
equipment procurement, program management and system integration to newspaper 
organizations worldwide and Mr. Rick Zednik, Circulation Director from The Wall 
Street Journal Europe (WSJE). 

6.3 Players in the industry 

An introduction into some of the players in the market is required as they crop up in 
the subsequent discussions. 

Agfa http://www.agfa.com develops, manufactures and distributes analogue and 
digital products and systems for the making, processing and reproduction of images. 
The company was set up in Antwerp in 1894 from a manufacturer of photographic 
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paper and has a net sales figure of €1874 million year-to-date 54 . This year, Agfa 
acquired Dotrix 55 , a Belgian specialist in digital colour printing solutions for 
industrial applications, which is a significant step to rejoin the digital printing 
market, albeit with different technology (from toner to inkjet), after integrating the 
digital printing systems business into Xeikon four years previous, which included the 
transfer of one of the biggest toner plants in Europe at Heultje, Belgium. Also this 
year, Agfa made an agreement with Xaar for joint research, development and 
manufacturing of next-generation inkjet printheads for applications including 
newspaper printing 56 . 

The European Association of Communications Agencies (EACA) http://www.eaca.be 
brings together and represents the advertising, media and sales promotions agencies 
across Europe. 

Newspaper-Direct http://www.newspaperdirect.com is a company who since 1999 
has taken advantage of the electronic distribution and digital printing model. 

It delivers digitally and prints locally using a global network of over 375 print 
locations in more than 70 countries with more than 225 newspaper titles and 30 
different languages worldwide. Newspaper-Direct delivers to hotels, libraries, cruise 
ships, corporate offices, retail outlets, home subscribers and web browsers. It works 
with companies who have or who are willing to invest in A3 laser printers, which 
sell local advertising, print and distribute the product. 

Over the last five years, the company has grown globally by establishing a partner 
network with 52 Licensed Partners operating on six continents. It delivers 
newspapers outside the usual markets with the support of this network. For 


54 Key Figures Agfa-Gevaert Group (2004) http://vyww.agfa.com/investors/financials/ [Accessed 
September 15, 2004] 

55 Agfa-Gevaert Acquires Dotrix (2004) 

< http://news.agfa.com/corporate/news.nsf/news/3F82981541EB3E9FC1256E12004B9BBD7opendocume 

nt> 

56 Xaar, Agfa in Joint Development of Inkjet Printheads (2004) 
<http://www.printondemand.com/MT/archives/002715.html> 
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personalisation, it allows the name of the reader to be printed on the back of the 
daily paper. 

The sheet-fed printers used are from a number of suppliers: Xerox, Hewlett Packard, 
Lexmark (IBM), Konica and Oce. The newspaper publisher sends the electronic files 
to NewspaperDirect via the Internet. Newspaper-Direct process and deliver the fdes 
to the global partners who print and distribute it. 

Satellite Newspapers http://www.satellitenewspapers.com operate at point-of-sale. 
‘Kiosks’ or ‘Xerox Newspaper Vending Units’ are supplied in public places. On the 
kiosk, the user selects the continent, the country and the required newspaper. The 
user pays by credit card, in this instance €4 and the paper is printed in two minutes. 
It is printed in A3 size, 80gsm and the pages are automatically stapled together. 

News Stand http://www.newsstand.com supply digital edition (E-dition/e-edition) 
newspapers to readers that are presented in the traditional print format but an 
electronic version, which can be downloaded, read offline and searched by keyword. 

Ifra http://www.ifra.com conducts research programs, organises international 
seminars and workshops and provides consulting services for the newspaper 
industry. 

6.4 Industry-Professional Opinions 

In order to aid classification, the opinions appear in the order of digital printing, co¬ 
operation, customisation, subscribers, digital editions, content versus medium, 
younger readers, distribution, attachment, advertising, online editions, mobile 
devices/iDTV/e-paper, circulation and free commuter. 

6.4.1 Digital Printing 

It was suggested by a couple of parties that the print-on-demand model used by 
NewspaperDirect and Satellite Newspapers will not succeed in the future as the 
papers are A3 in size, a high price is charged for a single copy and they are not ‘real’ 
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newspapers in the traditional sense. In order to save these models, the Xerox 
Docutech’s can be replaced for digital presses and newspapers can be printed 
sequentially, two of one title, six of another title etc 57 . The consumers would be 
roaming readers only staying at their location/hotel for a few days. Mr. Poulin 
suggests that hotels and cruise ships hold virtual subscriptions, enabling them to 
order a mix of newspapers each night. The process of hotels taking orders for 
newspapers on the customers demand should become an easy and convenient task. 
Readers could also order their newspaper with airlines, where they arrive at their 
seat and their preferred sections of different newspapers are waiting. 

The ‘print-on-order’ model as described by Mr. Knadjian makes it attractive for 
publishers to follow readers around the world. Instead of having to predict sales, the 
copies are ordered and will go to a specific subscribers address the following 
morning and some extra copies are printed for casual sales at the newsagents. With 
traditional print, casual buyers must be in the right place at the right time to buy the 
issue whereas if people have the option to order their preferred newspaper with 
guaranteed early delivery in the morning, then more people would buy it that way, 
increasing subscriber numbers and therefore, readership profiles. Cities with 
roaming readers and tourists spell an opportunity to invest in a printing press of this 
nature - for the city 58 . 

There are two types of digital presses: toner and inkjet. Digital presses that print 
with toner are very expensive. It is indicated by Mr. Knadjian that the cost per 
(toner-printed) copy will never come down because of this. In the future, the quality 
of toner will increase but the cost of it will not decrease. 

According to Mr. Knadjian, it would be difficult to get a toner-based technology of 
any kind to print a newspaper with 48 pages and 50% colour content for less than 
€1. By the time all the costs are added in, the printer has to sell it to the publisher for 
more than €1.50 which results in the newspaper becoming a niche product. If it 

57 Interview with Mr. Jack Knadjian, Agfa 

5S Interview with Mr. Jack Knadjian, Agfa 
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cannot be printed for less than €1, it is just an interesting technology 59 . There is 
general pessimism about the future of toner-based presses, the argument being that 
they have had long enough to get established. As the market is at this time, the print- 
on-demand toner-based digitally printed newspaper is too expensive for the 
consumer. Digital printing using improved inkjet presses will emerge and in the 
short term will satisfy the ‘roaming reader’ going on to satisfy greater markets. 
Global titles may be the first of these where subscribers are widely scattered, 
followed by national newspapers, where the countries are too large and dispersed to 
justify the distribution costs. 

ft is said that most people visiting foreign lands would buy their paper if it cost the 
same as a cup of coffee in that country; if it is more than that, it is felt that an 
injustice is being done 60 . Mr. Zednik believes that consumers will accept the A3 
digital edition. For example, an article on whiter paper would be easier to read and it 
doesn’t matter if it is stapled together as it is a more portable size. 

In the case of global journals, says Mr. Zednik, subscribers are scattered over a very 
wide geographic area and the countries with the biggest sales volumes are focused 
on. There are many countries with small circulations and these volumes are too large 
to discontinue and too small to justify producing close by using traditional means of 
production and distribution. These countries are in need of digital printing facilities. 
Readers are international business people who travel a lot. The number of business- 
only airline trips in the past month for, for example, readers of the WSJE was 46% 
i.e. almost half the readers take one airline trip a month. 

There are 465 million newspapers distributed around the world every day, therefore 
the traditional web press will never be replaced, in Mr. Knadjians’ opinion. Even if 
just 1% of this quantity was printed, a vast amount of digital printers would be 


59 Interview with Mr. Jack Knadjian, Agfa 

60 Interview with Mr. Jack Knadjian, Agfa 
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needed and this amount is not a threat to the traditional web press, it is just 
satisfying a new market that is going unsatisfied at the moment 61 . 

Mr. Poulin believes the printed newspaper model is changing in the areas of small 
regional newspapers, nationals for remote locations, nationals for offshore locations 
and roaming readers on cruise ships, hotels and airlines. Newspapers should be 
attacking the Newspaper-Direct and Newsstand market as these have a very attractive 
clientele. It is hoped the roaming reader will get used to this kind of copy and start to 
request it from his local paper supplier, increasing the print-on-demand market. It 
has been identified that there is a worldwide need of 10-15k units today, without 
even having a product. Digital press for newspapers will be on the market in the 
very short term 62 , first generation will be less than one year and in two years the 
second generation product will come out which will be a retrofit of the first so there 
will not be a significant increase in investment. 

6.4.2 Co-operation 

Co-operation between publishers will not be a difficulty because most publishers do 
not compete; readers from a specific country will just want to buy that country’s 
specific title 63 . The journals that would compete are global brands - the 
International Herald Tribune, The Wall Street Journal Europe, the Financial Times 
- and they all compete today anyway. 

For local newspapers to be distributed in other regions, syndication is necessary with 
a national paper in order to avoid excessive distribution and other costs, where the 
PDF is sent to the national and inserted as an extra section. This adds value, 
encouraging subscription, as opposed to single copies sales 64 . 

Small publishers must co-operate with other regional papers because the money is 
not available for them to develop new digital services alone 65 . The co-operation also 
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makes it possible to get better contracts with content deliverers. Advertisement sites 
can be shared for jobs, cars, buy & sell and travel. This makes it easier to reach a 
bigger market, which in turn makes it easier to sell advertisements 66 . 

Mr. Poulin suggests forming ‘baskets’ of publishers who co-operate and have an 
agreement with one contract digital printer who prints for, for example, ten hotels in 
a city. 

Co-operation is needed between publishers to cut costs - distribution, production, 
and sales, to reach bigger markets, to attract advertisers and to publicise the brand. 
Mr. Zednik thinks the structure of publishing organisations must be modified to 
bring together the divisions of print and online closer together as the customers use 
both products. The brand stands for both products and contains the same stories; the 
only difference is the medium. 

6.4.3 Customisation 

The contributors are not in favour of customisation in the sense of customising 
content to suit people’s interests. It became apparent from the conversations that 
there are different levels of customisation possible. These are; extra pages added to 
the newspaper on a particular topic, a particular part of one newspaper inserted into 
another as an extra section, different types of writing styles suiting different types of 
readers and content with a particular interest of the subscriber. 

Mr. Knadjian recommends that readers can be segmented beyond the traditional 
ways of segmentation by age, postcode, etc. to discovering a profile that are 
interested in different types of topics and writing styles. 

A study, (carried out by an unnamed newspaper strategist and mentioned by Mr. 
Knadjian), segmented the readership into profiles of interest and discovered not that 
a reader likes international news or local news; it is that some people like factual 
news, for example, New York Times style, and others like the more personal 
approach. There are certain types of people who like a certain type of reporting, and 
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can be classified as a certain type of reader. This phenomenon is not age related - 
both 24 year olds and 60 year olds have the same ‘type’. 

The first option is that the reader could have a choice of a certain number of topics 
and pick a few of these and these extra pages would be delivered with the 
newspaper. Regarding the technology and the amount of content available, this is 
not a challenge, however would advertisers be willing to use these pages and 
perhaps pay a premium? From the EACA viewpoint, advertisers won’t pay a 
premium for targeted advertisements and having local advertisements in national 
papers would add to sales costs, as the sales force would have to be added to 
considerably and international brands don’t need to advertise in local papers. 

The second option where consumers buy the local paper but would like an additional 
international news section inserted could also be satisfied. 

The third type, satisfying readers who like articles written in different ‘tones’ would 
lead to writing stories twice, from different angles, which obviously isn’t feasible 
from a publisher’s viewpoint. Also, it would turn the newspaper into a combination 
of newspapers that would kill the individual styles. 

The fourth type, content with a particular interest of the subscriber, was not found to 
be practical as receiving information on only the topics that interest the reader gives 
a view that is too limited in its scope and can almost lead to misinformation 67 . They 
would only find out about the things they wanted to know about which means they 
would miss out on very important news. People, though, would like some element of 
standardisation, so that they could be well-informed individuals about their own 
interests and the important things happening in the world. Mr. Zednik felt that if 
readers are not informed about news in general; they can be caught by surprise, 
causing embarrassment and even danger. 
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Customisation can be very challenging in the newspaper market. Conventional 
wisdom declares that readers want information customised for their interests 68 . In 
theory, it is possible to divide and sell, for example, the WSJE into sections, and 
deliver the required number of sections to the subscribers. However, this is 
extremely difficult for printing and distribution and very expensive; with the small 
volumes the cost per copy would increase. The readers who say they want their 
news customised would not be willing to pay the price. 

Questionnaires carried out by Corren show that online edition users do not want 
personalisation either as they are concerned that they will miss out on something 
interesting; however there is an opening for personalisation in mobile devices, where 
users do not want too much information. 

6.4.4 Subscribers 

All publishers want to increase subscribers because it is guaranteed and regular 
sales. To attract subscribers, something better has to be done than publishers are 
doing now, a change must be implemented. If something is done for the reader, they 
might subscribe, if not, the reader will buy the newspaper when they have the time 
to read it and they happen to be passing by a newsagent that is selling it 69 . A value- 
added approach needs to be implemented. 

From the point of view of bulk copies, a lot are sold to companies but these 
companies are trying to get information more efficiently into their offices using 
electronic news services. The end of bulk sales would be a severe blow to the 
industry 70 . 

6.4.5 Digital Editions 

Digital editions can be analogised with not wanting to watch television if it was put 
on a computer because sitting on a sofa is more comfortable than viewing from a 
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chair, in the same way that newspapers are for leisure reading and should be enjoyed 
as such 71 . 

Mr. Poulin thinks that people receiving the newspaper electronically and printing it 
themselves will never take off, as the costs would be too high and buying a toner 
cartridge every few weeks would not be accepted by the reader. According to 
Mimotek , digital editions can be used to increase customisation, i.e. related articles 
can be extracted from different newspapers and put together even allowing for a 
multilingual newspaper if the market were there. 

6.4.6 Content v Medium 

Is content more important than the medium? All interviewees strongly believe that 
content is extremely important. The medium is important too, paper as the medium 
being the most important, followed by online. New techniques with bad content can 
only be sold to the earliest adopters; the content must be unique, fast or useful 72 . 

A newspaper printed on paper means being able to sit and read on a comfortable 
chair, on public transport etc. People read newspapers in certain situations, where 
having a screen is completely inappropriate 73 . 

Most people are not romantic about the printed newspaper as a medium, although 
they may feel an emotional connection to a journalist or a brand but these attributes 
can be accessed online, according to Mr. Zednik. A lot of people have read 
newspapers for a long time because there wasn’t much else, but now there are more 
options. As for the recently published tabloids in the UK, they are a good idea and 
their success indicates that people prefer a more convenient platform. 

“Paper media is never going to die ” 74 , people will always like to print things out 
and read it on paper, especially leisure reading and a lot of newspapers satisfy this 
market. 

Mr. Poulin sees an evolution towards tabloids, as they are most cost effective. 
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6.4.7 Younger Readers 

To attract younger readers and attract those who no longer buy newspapers, the 
paper has to be a small size, convenient to handle, and up to a 20-minute read 75 . This 
explains why free commuter newspapers e.g. Metro, have been so successful. People 
actually read them, including young children going to school in the morning. 

It is thought that the e-edition will attract younger readers, if the content is 
interesting. However, it still seems that they would prefer paper as the medium. 

Some think the younger generation is less likely to read newspapers in the future and 
will have a different outlook on things. There is an information gulf between people 
who are 12-18 now and 20-30 76 . People start consuming branded information much 
earlier than they used to, indicating that the younger generation (12-18 year olds) are 
a very important target audience. 

The WSJE, in order to encourage younger readers boasts an educational programme 
for those attending university and the U.S. edition has a programme for high school 
students. It appears to be a good investment as a survey of subscribers showed that 
60% were first introduced to the Journal when they were students. It is important to 
invest in people when they are in their impressionable years. The average reader of 
the WSJE is 48 years old, so the target market is age 35+, but once consumers reach 
the age of 35 they don’t change their habits very easily. 

Corren endeavours to find interesting content for young people every day. It is an 
ongoing process and Mr. Johansson suggests the most important way of attracting a 
younger audience to read the paper is to ensure that their parents are subscribers. 

The Telegraph caters for younger readers with student pages a web site devoted to 
student activity, a campus magazine for universities, and sponsoring of student 
events. Mr Drayton believes that it is absolutely important to get people into the 
habit of reading. Although most of the cash resides with the older population, the 
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advertisers still have the idea that they need to get to the 23 year olds rather than the 
53 year olds. 

The generation coming along is an instant gratification generation with no desire to 
wait for anything, if they want something they buy it, no matter how much debt they 
accrue, publishers have to offer a virtually instant gratification document and digital 
printing allows this 77 . 

6.4.8 Distribution 

The core strength of the newspaper industry is its distribution channel, no other 
product hand-delivers anymore 78 . There is an opportunity for new revenue if the 
newspaper industry could sell the distribution to another industry, thereby co¬ 
operating with others to deliver products. 

In large countries with small populations, distribution can prove difficult, as there 
can be logistic problems with postal delivery and the need for functional customer 
service 79 . If home delivery is expensive, customers are not interested in it. 

High distribution costs may even delay the development of new Internet services. 

For example, printing and distribution in Sweden is very expensive i.e. the Corren 
has individual papers that cost between €4 and €5 to distribute every single day, and 
they just get €0.60 to €0.70 for them. Ideally, they would like to distribute the 
newspaper to people far away by a flat screen. But this would be too expensive for 
the publisher and the customer. This would also have the advantage of being able to 
update the paper a couple of times every day. One problem with this is that most of 
the people outside of the cities are older and are not used to computers and new 
technologies. They have also very strong feelings for the printed newspaper. 
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6.4.9 Attachment 

Newspapers have a unique role in that they are a very different way of consuming 
information; one doesn’t rush through a newspaper, one sits down to read it 80 . There 
is an emotional attachment, for example, the favourite journalist. This is why it is 
widely distributed and why it is rooted in the population. 

Newspapers offer a personal relationship, ‘my newspaper’, which is an aspect that 
the Internet doesn’t offer S1 . 

The trends that affect general titles also affect specialised titles but for different 
reasons and in different ways 82 . For example, De Telegraaf a Dutch daily, sells a lot 
of copies on the coast of Spain in the summer to Dutch tourists. People want their 
paper to make them feel comfortable and remind them of home. Readers cannot get 
that same feeling from a computer screen and they cannot go to the beach with a 
computer. These types of sales won’t affect, for example, business dailies; people 
don’t take it to the beach as a leisure read. 

Although the Telegraph in the UK has an active letters page and recognises that 
receiving feedback online is less expensive and more flexible, the chat boards on the 
site must be monitored, so the brand is not abused. 

6.4.10 Advertising 

Newspapers used to be the main way of advertising by successful brands. According 
to Mr. Lyle, two things happened to change that. Firstly, the recession meant that 
advertisers had to look closely at how they spent their money. Secondly, there was a 
revolution in the advertising agency business in that the media buying departments 
in advertising agencies broke away and formed themselves as media agencies and 
creative agencies were also formed separately. This meant that a newspaper needed 
to go to two organisations to launch a campaign. There was an explosion of like 
companies on the market and very strong competition, therefore, cheaper rates. 
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Advertisers who have benefited from the cheaper prices have also been exposed to a 
greater number of ways to reach target audiences. Advertising in television and 
newspaper is no longer considered to be the first port-of-call with the other 
platforms being used as ‘bolt-on’s’. Now that the recession is over, it is thought that 
there won’t be a return to big spending on advertising 8 '. 

Advertisers are trying to figure out ways of breaking through the clutter to get to the 
target audience more effectively 84 . Newspapers need to convince advertisers that 
advertisements placed in this medium will have impact and effectiveness as opposed 
to relying on readership profile statistics to convince them. 

According to The Economist, people are paying to avoid seeing advertisements, 
using ‘pop-up’ blockers in web browsers and personal video recorders where own 
TV schedules are created enabling viewers to skip commercial breaks. This, Mr. 
Lyle argues, could be an advantage for the newspaper industry as people expect 
advertisements in the newspaper, and they cannot be edited out. This is a 
considerable opportunity that newspaper publishers could utilise in appealing to a 
greater share of the advertisers budget. 

Reinforcing its brand statement is very important for newspapers 85 ; for example, the 
Financial Times is very successful at this. It is a challenge to newspapers to prove to 
advertisers that it is a good thing to advertise with them. At present, they are not 
very good at that; the TV people are better at it. 

Recruitment advertising will never come back to the artificially inflated level of 
2000 because the markets have changed and employers recruit people in different 
ways 86 . Display advertising is coming back as advertisers realise that national 
newspapers are a very valuable broadcast medium in reaching millions of people in 
one go. 
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The classified advertisement market is changing very fast. In Sweden, to compete 
with sites like e-bay (in Sweden the largest are called Blocket and Koll) the 
newspapers have been forced to decrease the prices 50%-75%, in combination with 
shorter time from booking an advertisement to publishing time. The newspapers 
don’t have any revenue from these classified advertisements any more, but it is very 
important content and a necessary part of the paper. 

In Corren, one can send an advertisement by SMS or e-mail in the evening and have 
it in the paper the morning after, while paying by phone or by card. There can also 
be a picture in the advertisement. The advertisement is on the web for two weeks 
and at least one day in the paper. Mr. Johansson believes the concurrence with the 
Internet has led to better service for customers. 

6.4.11 On-line editions 

Setting up websites defeat the purpose of being a newspaper although, Mr. Lyle 
says, it is much more efficient to have classified advertisements online as they are 
much easier to access, with newspapers not being the best media for the classified 
advertisements market. 

Mr. Zednik thinks that people have come to expect high quality news articles for 
free, which is killing the perceived value for what customers are getting. People 
don’t associate value with the high quality information because its always been free, 
so they won’t pay for it and it becomes a downward spiral; if no-one is willing to 
pay for it, then how can it be produced. There is a danger that quality information 
will become scarce and more expensive. This would be bad for society where good 
information is only available to well-off people. 

The future is not a choice between conventional newspaper and computer; it will be 
a combination of both 87 . People have continued to pay for newspapers because there 
wasn’t another way, but now there is. The Internet is not the better way, the industry 
is still moving towards the better way. 

Although, the UK ABC allows digital editions to be counted in the ABC figures; 
online subscriptions are not counted because the reader experience is different. The 
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ABC in the USA does allow for paid online subscriptions to be counted even though 
the advertising content is different, but they are broken into print and online for 
statistical measures. 

The Internet is a threat, but also an opportunity. The unique visitors at their site have 
increased 70% in a year, but still the Corren does not earn any money from it. 
Website editions, thinks Mr. Zednik, are totally realistic and he is emphatic that 
WSJ.com is one of the best examples of this. 

6.4.12 Mobile Devices /iDTV/ e-paper 

The Corren has inquired about starting broadband services like video on demand, IP 
(Internet protocol)-phoning, TV and fast Internet. The business idea was to sell 
everything in a package: one cable, one contact, and one bill. However, the project 
was too risky, the local market was too small and on the domestic market their 
company was too small. 

Sweden has one of the highest rates in Europe for SMS and other mobile services 
and, adds Mr. Johansson, there is no money in mobile services when consumers 
have to pay €1 for one news item when they can get a whole paper for the same 
amount. 

The Telegraph in the UK has been using SMS to reach readers for years with sports 
updates, etc. delivered to PDA’s or text alerts to mobile phones. It accounts for a 
small amount of the business, but it is building a web of different ways to get 
content delivered. According to Mr. Drayton, mobile will become increasingly 
important. iDTV is not a direct threat and will provide opportunities to extend the 
newspaper brand. Newspapers have interesting properties in terms of well known 
writers who’s views are sought and TV offers a means of going forward and getting 
more involved. The Telegraph has run tests with e-paper, but it is anticipated that it 
will not take off for a very long time as newsprint offers very good qualities; it is 
recyclable, cheap, portable, flexible, practical and readable. 
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6.4.13 Circulation 

PriceWaterhouseCoopers research shows that from 2002-2008, newspaper 
circulation is projected to decline 88 . The only regions growing in that time is Eastern 
Europe and that by only 1%, in the seven core markets of Western Europe it is going 
to decline by 4%, the Middle East and Africa is declining less, but still declining. 
More specifically, Italy, Russia, Czech Republic, Turkey, Ireland, Portugal and 
Spain are growing, France and UK are flat, Germany, Hungary, Greece are 
declining. It is a mixed picture with some growing and some declining but overall it 
is projected to go down. 

Technology is one of the reasons for the decline in newspaper circulation where 
people are becoming more interested in getting their news from different sources 
besides newspapers. 

The year 2000 was a peak economic time after the economic boom in the 90s and it 
is natural to have a decline after that. In crowded markets with too many 
publications, like Germany, and competing for few too readers, it is natural that 
some of the publications will have to die or shrink 89 . 

The newspaper industry is a very mature industry. It is not a new industry just 
discovered, it has been around for a long time and publishers have found their 
audiences and their people and there aren’t many people out there still to find. 
Newspapers are still one of the most effective means for disseminating news and 
advertising but it is getting more and more competitive with TV, cable TV, the 
Internet. Even with very strong newspaper brands, they are all fighting decline. 

On the subject of airline copies, the cost of getting newspapers to them is higher 
than the revenue received. Although this loses the company money, the advertising 
value of reaching those readers is significant. For example, on British Airways, 
8,000 WSJE copies are distributed. The value of having those copies in front of 
8,000 British Airways passengers every day is hugely valuable to advertisers. 
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In an effort to increase circulation, the Corren updates their web site regularly. Their 
surveys have shown that visitors to the website want the latest news and local news. 
The more visitors to the site, the easier it is for them to sell advertisements. Their 
goal is to get paid for the content. In a year or two Mr. Johansson thinks every paper 
in Sweden will have some kind of subscription on their web newspaper. 

6.4.14 Free Commuter 

There is an admiration prevalent by the interviewees for the free newspapers 
published by Metro International. The content comes from quality newswires giving 
the required 20-minute read and the size is convenient. It has one big risk where the 
only source of revenue is from advertising 90 . When the advertising market goes 
down they get hit really hard because there is no revenue from circulation and the 
company is at the mercy of advertising cycles. According to Mr. Zednik, when times 
are bad, advertising is the first budget to be cut, as sales is not directly connected to 
advertising i.e. you don’t see immediate effects to financial results if a company cuts 
their advertising expenditure; advertising campaigns must be carried out over the 
long term. 

Free commuters may force publishers to start their own free newspapers in an effort 
to compete. This would spell disaster for the industry as a whole, as people would 
believe that high quality information really is free. It sounds like it would produce, 
for the publisher, worse results than a price war would inflict. 
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Chapter 7 - Conclusion 

Mr. Drayton, Telegraph Group Limited, expects the slow decline in the newspaper 
industry to continue. Although there are opportunities to make newspapers more 
relevant, he thinks it will be difficult to halt the decline in the face of widespread 
electronic media, especially those who are unable to evolve. 

The success of each digital venture depends on whether there is a sizable return on 
investment. This can be measured in financial terms but also in terms of brand 
equity and building up a strong brand for future revenue. At the moment, the cost of 
distributing printed newspapers is the main expense for publishers and for this 
reason alone, digital options will become increasingly popular and will, in the 
beginning, serve as a circulation tool as opposed to a revenue tool. For example, it 
is said that advertisers will not pay a premium for targeted advertisements but, on 
the other hand, subscribers will pay a premium for a printed newspaper if it caters 
for their individual interests through combining sections from different newspapers. 

It seems certain that traditional web presses will not be replaced as the print runs are 
too large for short-run digital printing and it satisfies economies of scale. Digital 
presses will though, enable publishers to reach remote, geographically challenged 
markets and roaming readers which otherwise would be too expensive and difficult 
to reach and will succeed when a technology is introduced on the market that offers 
a cheaper way of printing the copies. Inkjet technology seems to be the way forward 
as, according to Mr. Knadjian, toner is considered too expensive. Hotels and airlines 
will play a major role in the distribution of these copies, as they will hold the key to 
potential subscriber data. Publishers will co-operate and have the use of a digital 
printing facility in each city where there are roaming readers and tourists. 

Syndication between publishers will cut costs, allow expansion to other markets, 
attract advertisers and publicise the brand. It is particularly interesting for small 
publishers who will not be able to afford the investment into additional new 
technologies alone; to share websites, mobile operating costs etc. It also offers small 
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publishers a way of distributing, for example, eight pages of their local paper in the 
national newspaper of that country. This increases value for the subscriber (more 
than for single-copy sales) therefore, encourages subscribers. This is a preferable 
method for the local paper as producing a local paper with different advertisements 
for subscribers would be too costly for the publisher in the area of sales and 
circulation. Internal co-operation in a publishing operation is important to merge the 
traditional print values with new methods of disseminating content for improved 
customer service. 

Customisation exists on different levels; extra pages added to the newspaper on a 
particular topic, a specific part of one paper inserted into another as an extra section, 
diverse types of writing styles suiting different types of readers and content with a 
unique interest of the subscriber. The conventional view of customisation where 
news is customised for individual’s interests gives a very limited scope on news 
topics leading readers to be badly informed about general news topics. Readers will 
be segmented by topics of interest as opposed to traditional ways of location, age, 
ABC data, etc. 

Digital editions and PDF files allow news to be customised, having related articles 
from several newspapers, but the costs of printing out these editions on a home 
printer are too high for the reader so is not practical from that point of view. 

Unique and useful content is extremely important to the reader and the preferred 
medium is paper, as it offers a convenient platform for the leisure read. Readers 
have a personal relationship with their newspaper and can have attachments to 
articles written by certain journalists. The most effective way of attracting readers, 
provided by, for example, Metro International is to produce a small format 
newspaper, which is convenient to handle, has good quality, concise content that can 
be read in 20 minutes. 
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The younger generation, 12 to 18 year olds, are an important target audience; from 
the advertisers viewpoint, they consume vast quantities of branded information and 
from the publishers’ viewpoint, they enable future expansion. Educational 
programmes, student pages, web sites and sponsoring of student events help to 
attract this segment. It is thought that they will still prefer the printed newspaper and 
as they are technically advanced, it is a good opportunity to get them involved with 
newspaper branded digital editions and mobile services early on. 

Newspaper publishers must convince advertisers that advertisements placed will 
have impact and effectiveness as opposed to relying on readership statistics to prove 
it. Newspapers have an advantage in that advertisements cannot be edited out, as 
they will be with digital television and pop-up blockers in web browsers. The 
classified and recruitment advertisement markets are more suited to online 
publication giving better customer service and complementing the printed-paper. 

Digital options are both a threat and an opportunity and although publishers are not 
earning much money from them at present, they are an investment in the future 
brand of the newspaper and are a start to building different ways to deliver content 
in parallel with the printed version. A return on investment is expected in some 
cases to take between 10 and 15 years, however the brand equity that can be realised 
in this timeframe is substantial and new methods of distributing the content realised. 
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Appendix 1 - Phone Interview with Mr. Hugo Drayton 

September 7 th , 2004 

Growth or decline 

Growth or further decline in printed newspaper industry? Area of expertise is national newspaper so 
not well qualified to talk about regionals or freesheets. I think that there has been a long term, slow 
steady decline in national newspaper and my expectation is that although there may be things that 
will help, the slow decline will continue. I don’t see any prospect for turning around that trend, I 
think there are opportunities to make newspaper more relevant and give them more prominence in 
today’s media world, but I don’t see a likelihood of turning around the overall decline in the face of 
widespread electronic media. The UK national newspaper market is a unique newspaper market - is 
very competitive and much bigger, most other countries have a regional market, in UK too many 
newspapers, a likelihood that in next 5 years there will be some consolidation, may be fewer 
newspaper in the future. 

Some ran as ‘charities’ as opposed to as a business. Some are not paying their way and will go out of 
business. This view is optimistic with the brands that are relevant and that can evolve. In terms of 
overall printed newspaper industry, I would be less optimistic. 

Content v Medium 

There is more interest in the content and the timeliness of the delivery is key and what is why a 
newspaper is great product and if you are sitting at your desk or sitting on a train etc then newspaper 
may be the most comfortable, the most practical, the cheapest and the most enjoyable way to devour 
news. If you are sitting in front of PC or in shower or driving car then its not the best way to receive 
and the point is that people will increasingly use tools that fit with the things they want to do, its 
about relevance and why publishers have spent a lot of time on digital offering, in order for brand and 
newsworthiness to be relevant both for current and future readers, we need to make our brands, our 
editorial available in different media at different times. Depending on what you are doing, you can 
still reach us, or more importantly we can reach you. 

The quality is absolutely critical; newspaper brands have to stand by their editorial quality there is no 
point in the Daily Telegraph competing directly with Sky News or CNN. We take events, news, 
features put them in context and give them colour and relevance and if we cut out that quality and just 
become a news provider, we are simply like the Press Association and there is no point in that. 

Comes back to brands and quality - what The Times has done has ceased to make it the paper of 
record, the Telegraph is now the paper of record in the UK, if you try to be too many things to too 
many people, your soul and real commitment is gone. 

Digital Printing 

Newspapers printed overseas are small quantities, too fragmented and costly. 

Digital printing in South Africa and Australia and other plans. NewsPaperDirect and 
SatelliteNewspapers - in small markets difficult to get to, expatriate community, useful, not exactly 
like product in UK, but decent product, not on screen a printed sheet, an enhanced facsimile version. 
About providing in as many different ways as your audience requires. Digital printing is always 
going to be a niche product. 

Digital means 

Didn’t know about how the RSS feeds were going. 

Been using SMS to reach readers for years - sports updates, Telegraph content delivered via 
roundpoint to PDA or text alerts to phone - small not core business - building web of different ways 
to get content delivered. Mobile will become increasingly important. 

iDTV - not a direct threat, people looking for different things from those media, iTV is interesting, 
the way the adv market is evolving is extremely interesting, I don’t think there is a short term impact 
on newspaper, but obviously there are opportunities - in iTV and radio is to extend the brand, have 
some interesting properties in terms of well known writers who’s views are sought and going forward 
we would like to be involved more with those things. 

E-paper - done tests with tablet PCs - possible for magazine and newspaper. A long time before e- 
paper takes off. Newsprint - recyclable, cheap, portable, flexible, practical, readable - pretty good 
medium. Will happen but very slowly. 
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Younger Readers 

To regenerate market need younger readers. Younger age - young Telegraph , student page on 
Saturday, web site devoted to student activity, a campus magazine for universities, sponsor events 
around students, absolutely important to get people into the habit of reading, the Telegraph has an 
older age profile than most of the other newspaper, meaning that the challenge is even greater for us, 
although most of the cash resides with the older population, the advertisers still have this idea that 
they need to get to the 23 year olds rather than the 53 year olds. Sports coverage - particularly reach 
male audience, fashion coverage etc. becoming better and better. Getting younger generation in is a 
constant challenge; a lot of the marketing program is devoted to getting new readers to try the paper. 
Advertising 

Advertising - recruitment - never come back to 2000 level - they were artificially inflated and the 
markets have changed and the way people go about recruiting has changed. Display ad is coming 
back - one of the results of the fragmentation of electronic media, i.e. tv channels, niche channels, 
national newspaper are a very valuable broadcast medium, if you want to reach 2.5 million people in 
one go, the Telegraph may be the best way to do that quickly. While tv becomes cheaper and more 
targeted, less wasteful, there is a big opportunity for newspaper to become the broadcast medium for 
the ABC1 community. 

Online edition 

Internet - complementary, most campaigns have online part to them and most clients use the web as 
back up for data capture, expressing interest or call to action. Newsprint and web work together very 
well. Internet is not a direct threat. 

About environment about having ad in the right place to be useful and relevant. 

At top end of classified market. Classified ad market - travel, property motoring are very strong and I 
expect them to be very strong in concert with digital activity. Any sale we do is a mix across different 
media and includes an element of digital that’s often the response field. 

Interactivity 

Interactive - active letters page on newspaper- online more flexibility and cheaper. Prominent 
national newspaper so can’t allow unmonitored chat boards on the site - could get abused its under 
our brand so have to control that. Increased opportunity for interactivity. 


Digital media has helped newspaper to become more focused on accountability. 

Do not have a smaller format as yet but have been looking at it. 

Inserts etc, extra flexibility - next generation presses will give more flexibility in how they produce 
newspaper. 

Free commuter - affected margins - theory that its encouraging people to pick up the newspaper 
habit, then graduate to better newspaper, hard argument to support with proper facts. 

Free own newspaper wouldn’t fit with their own model but have looked at it. Not in short term 
anyway. 

(Print in Charleroi, Belgium for French and German markets) 
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Appendix 2 - Questionnaire completed by Mr. Lars Johansson 
August 24 th , 2004 

Content v Medium 

Do you think consumers are more interested in content and timely delivery than the medium, or 
quality of the medium? 

Yes, content is king. You can only sell new technique with bad content to the earliest adopters. The 
content must be unique or fast or useful. 

Customisation 

Do you feel that customisation (of advertising and content) and personalisation (targeting specific 
people) and segmenting the market (matching content and advertising to peoples needs) are 
important? 

Well, it depends. Newspaper readers don’t want personalisation. They are afraid to miss something 
interesting. We have the same experience from our web readers. It’s also proofed in our 
questionnaires. There is a weak interest for matching content in these mass mediums. But I think 
there is a chance for personalisation in mobile devices, where you don’t want too much information. 
And if you really are seeking a special product I’m sure you want matching content, especially ads. 

Distribution 

Do you see any changes in the future with distribution methods - retail outlets, postal delivery, and 
home-delivery? 

The mail order market was very big in Sweden already before Internet. Sweden is a very big country 
with a small population of 9 millions. Many of them live in villages or out in the country far from 
markets and cities. In the northern part of the country you can have 100 or 200 kilometres to the 
nearest shop. The mail order companies with well known brands have had successful development of 
their Internet affairs. Many of the new companies have had problems, because they underestimated 
the logistic problems with postal delivery and the need of functional customer service. 

The customers are not interested in home delivery if it is expensive. For example there is no grocery 
store in Sweden, as far as I know, that have succeeded with home delivery. I think the distribution 
costs will impede development of new Internet services 

Advertising 

Classified ad market, will that change with e-bay etc? 

You’ll bet! It’s a dramatic development. The private classified ad market is changing very fast. To 
compete with sites like e-bay (in Sweden the largest are called Blocket and Kolb) the newspapers have 
been forced to decrease the prices with 50-75 per cent, in combination with shorter time from 
booking an ad to publishing time. The newspapers don’t have any revenue from these ads any more, 
but we think it’s a very important content and a necessary part of the paper. 

In our paper you can send an ad by SMS or e-mail in the evening and have it in the paper the morning 
after. You pay by your phone or by card. You also can have a picture in your ad. The ad will be on 
the web for two weeks and at least one day in the paper (you can pay for more publishing days). 

The concurrence from Internet has led to better service for the customers. 

Format 

Do you see changes in the fonnat of the printing paper as necessary (smaller size, more colour, more 
pictures)? 

Yes, almost all big newspapers in Sweden are changing their fonnat from the big broad sheet to the 
small tabloid. My paper will do it 1 February next year. We already have full colour and many 
pictures in our newspapers. I think that Scandinavian newspapers have been leading that development 
the last decade. 

Digital Options 

How do you think digital options will reshape the newspaper industry e.g. Internet, broadband 
connections, mobile data services (smart paper, e-paper)? 


68 



We don’t see us as a newspaper any more. We are a content company and we don’t care where or 
how the content is published. That’s up to the customer to chose. So far the newspaper is the most 
important channel, but that will probably change. It’s only a matter of time. In Sweden we see two 
trends: advertisers are seeking other channels and readers are not prepared to pay for information. We 
see a slowly decrease both in incomes from ads and subscriptions. We need to find other incomes. In 
other case the newspaper is threatened. 

Internet is a threat, but also a possibility. We have increased the unique visitors at our site with 70 per 
cent in a year. But we still don’t earn any money from it. 

Our paper has done a serious inquiry about starting broadband services like video on demand, IP- 
phoning, TV and fast Internet. The business idea was to sell everything in a package. One cable, one 
contact, one bill. But we find the project to risky. The local market is too small and on the domestic 
market our company is too small. 

Yet there is no money in the mobile services. Why should I pay 1 euro for one news item when I can 
get a whole paper for the same amount? Sweden also has one of the highest rates in Europe for SMS 
and other mobile services. 

Do you think consumers will take up the digital options of the future in the short tenn and will they 
last and develop further? 

The development is never as fast as technicians believe. I’m listening more to sociologists. People’s 
chance of behaviour is very slow. I think that the digital options for a long time more will be a 
complement to the newspaper than a concurrent. Many of the early adopters are not newspaper 
readers. 

How long do you think it will take for such options to get off the ground from the publishers 
viewpoint? 

As I said, 10-15 years. 

What are the technological constraints in making this happen? 

Everything must be more user friendly. Both for us in the publishing industry and for the end users. 
The quality most also increase, I mean you can’t have all the interruptions you have with your home 
pc. It’s driving you crazy. 

What are the market constraints in making this happen? 

All technique must be cheaper. You also have a lot of conservative companies involved. They are 
protecting their on going affair. One example is the movie industry that protects the revenue from the 
video market instead of putting efforts in video on demand. Or the phone operators in Sweden that 
protect their 0,5 Mb ADSL-affair instead of making it faster. 

You also have the copyright question which is hard to solve. And in Sweden the actors are paid extra 
for every repeat of a TV-show. But is a streaming video a repeat or not? Laws and contracts are not 
adjusted for the new media situation. 

Do you see it as an opportunity to build new business or as an opportunity to expand existing market 
segments? 

Both. Video on demand is a new business for us. But the most important is to sell our local content to 
new customers by using new technique or new distribution forms. 

Replacing v Complementary 

Do you see digital options replacing the printed product or being used as a complementary product? 
Yes, there are a lot of options. Printing a newspaper is very expensive. You have costs for the paper 
and cost for the printing plant. It would be wonderful to get rid of them. And then you have the 
expensive distribution. For example we have individual papers which costs about 4-5 euro to 
distribute every single day, but we just get 60-70 cent paid for them. 
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Our dream is to distribute the newspaper to people far away by a flat screen. They are still rather 
expensive to buy. But it would be a fortune for us and the customer. We could then update the paper 
a couple of times every day. One problem with this is that most of the people out of town are old and 
not so used to computers and new technique. They have also very strong feelings for the printed 
newspaper. 

Revenue 

Will digital options increase value for the publisher in terms of revenue in the near/far future? 

Not in the near future I’m afraid. I think it will take at least 10-15 years until our digital services give 
us the same revenue as the printed paper. Until now we haven’t earned any many, but lost a lot. 


Digital Printing 

Digital Printing allows reaching markets with only a small amount of copies being printed; do you 
see this as opening up new opportunities in the area of local advertising? 

Yes it could be. 

Have Corren considered having partnerships with NewspaperDirect, NewsStand or Satellite 
Newspapers? 

Yes, but we thought it was too expensive for reaching too few customers. 

(my note - they charge 6/7k for doing it. From phone call 26 th Aug) 

Circulation 

Do you have any strategic plans to increase circulation and subscribers? By digital means? 

The strategy is to update our web site as fast as possible. We know from our surveys that the visitors 
want the latest news and the local news. When we get many visitors it’s easier to sell ads. Our goal is 
also to get paid for the content. In a year or two I think every paper in Sweden will have some kind of 
subscription on their web newspaper. 

Will you try and find ways to find out more information about the consumers in order to target them 
more effectively and to open up new possibilities of added value? 

Yes. Booth by letting them fill in forms about themselves and by using infonnation from digital 
marks. 

Co-operation 

Would you co-operate with other newspaper publishers in achieving similar goals? 

Yes, we co-operate with then other regional papers in Sweden. We haven’t the money to develop new 
digital services ourselves. The co-operation also makes it possible to get better contracts with content 
deliveries. The ten newspapers share a couple of advertisement sites for jobs, cars, buy&sell and 
travel. Thank to that we can reach a bigger market, which makes it easier to sell ads. 

Free Commuter 

Has the free commuter newspaper affected the readership of your title? 

Not yet, but it will. Just now I’m working with such a project. Metro is planning to start a free paper 
on the buses and trains in our area. We will meet them with our own free paper. It will be a hard 
competition. 

Younger Readers 

Are you finding new ways of targeting younger age groups? 

Well, new and new...We have a certain news desk with young people (high school) and we are trying 
to find interesting substance for young people every day. It’s an ongoing process. But the most 
important to get younger people to read the paper is to ensure that their parents are subscribers. 
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Appendix 3 - Interview with Mr. Jack Knadjian 
19 th August 2004 

Digital Printing 

According to Mr. Knadjian, the print-on-demand model used by NewspaperDirect and Satellite 
Newspapers is not practical today. Both print on A3, staple it and charge a high price for a single 
copy and they aren’t even real newspapers in the traditional sense. With the NewsPaperDirect model, 
the Docutech’s could be replaced for digital presses and newspapers could be printed sequentially, 
two of one title, six of another title etc. Of those who buy it, half of them would be roaming readers 
and are only at their location for a few days and usually staying in hotels. It should be a simple 
process to get hotels to book the newspapers the customers want rather than having a choice of just a 
couple of titles. 

The print-on-order model makes it attractive for publishers to follow readers around the world. 

Instead of having predicted sales, the copies are ordered and will go to a specific person and place the 
following morning. With traditional print, 100 copies can be printed for casual buyers and hopefully 
they will have the opportunity and be in the right place at the right time to buy it. If people have the 
option to order their preferred newspaper with guaranteed early delivery in the morning, then more 
people would buy it that way. As well as the print-on-order copies, there are also copies for the 
newsagents to sell to the casual buyer. Any big city could have a printing press of this nature, any city 
with roaming readers or tourists. Any city where foreigners are coming and going would justify such 
a press. In order to figure what are the volumes that that press has to print in order to make the 
purchase viable in that city. 

Digital presses that print with toner are too expensive and the cost per copy will never come down 
because toner is too expensive. In the future, the quality of the toner will increase but the cost of it 
will not decrease. 

There are 465 million newspapers distributed around the world every day, therefore the traditional 
web press will never be replaced and will exist for a long time. Even if you were to take just 1% of 
that and print it, you would still need a huge amount of digital printers and 1% is not a threat to the 
traditional web press, it is just satisfying a new market that is going unsatisfied at the moment. 

The idea of people getting the newspaper and printing it themselves will never take off the cost s 
would be prohibited. We know the Xeikons and Docutechs will never make it, they have had long 
enough and they didn’t, its not new technology, they have had plenty of years to get established, 
what’s going to change next year?, 

What’s the cost per copy to print it of WSJE? It would be hard to get a toner-based technology of any 
kind to print a newspaper 48page size with 50% colour content for less than a euro. By the time you 
have added all your costs in the printer has to sell it to the publisher for more than a 1.50 The 
newspaper becomes a niche product if its sold to the publisher for more than €1.50, it must be printed 
well below a euro. It is just an interesting technology if you cannot print it for less than a euro. They 
say most people in foreign lands would buy their paper if it cost the same as a cup of coffee in that 
country. If it is more than that, they feel that it is an injustice being done. 

Readers should be able to order newspaper with airline, loyalty card holders/gold cardholders. 

Co-operation 

According to Mr. Knadjian, co-operation between publishers won’t be a problem, most publishers 
don’t compete; the person from Canada is going to buy the Canadian newspaper; the UK reader is 
going to buy the UK journal. The journals that would compete - The International Herald Tribune, 
The Wall Street Journal Europe, The Financial Times - all compete today anyway, for them nothing 
is new. 
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Customisation 

Regarding customisation of newspapers, he wonders would publishers start to segment their readers 
beyond the traditional ways (age, postcode, etc.) of segmenting the readership to discovering a profile 
who are interested in different types of topics and will advertisers pay a premium for the segmented 
paper. He suggests that reader could have a choice of a certain number of topics and pick a few of 
these and these extra pages would be delivered with the newspaper. This is not a challenge regarding 
the technology and the amount of content available. But how much is the advertising worth on these 
pages, he wonders. 

An unnamed newspaper strategist spent a lot of money trying to segment the readership into profiles 
of interest and came up with some very unusual results, not that you like international news and you 
like local news - it was that some people liked factual new York times style, and some liked the 
personal touch. They actually found different types of people who like stories to be different. The 
NYT reader a certain type of person who likes a certain type of reporting, could you then classify it as 
this type of reader, that type of reader and then they discovered that it wasn’t age related - a 24 year 
old with that type, and a 60 year old, still the same type, it wasn’t an age issue. If we start doing it 
that way we can take the story and write it two times, but that would produce two sets of prints and 
turns the newspaper into a mixture of papers. A solution would be to syndicate stories/ a few pages, 
where the international daily would produce an 8-pager as an insert in the local newspaper. 

Advertising 

Local newspaper in other region, what would I care for the classifieds, so take out all the local but 
still leave enough pages that you would be interested enough to read in Dublin, so the local issue is 
inserted into the copy you would be buying in Dublin. The local newspaper would have to create a 
circulation manager, costs are suddenly being incurred whereas if it is syndicated, there are no costs, 
give the PDF the Independent, they print it and stick the 8 pages in and deliver it to your door. That’s 
value-added to encourage subscription as opposed to single copies. Value added to the subscriber 
only not the single-copy buyer. 

Subscribers 

Most publishers I know want to increase subscribers, cause that is more guaranteed sales and its 
regular, but to attract subscribers, I believe personally, do something better than you are doing now, 
you’ve been doing the same stuff for a hundred years - nothing has changed, do something for the 
reader, and they might subscribe, if you don’t do something for me, I’ll buy it when I have the time to 
read it and I happen to be passing by a kiosk that is selling it. 

Subscription world v point-of-sale, single copy figures. Some countries are very subscription driven, 
others are single-copy driven, some countries are 50-50.what are the trends? 

Content v Medium 

I have subscribed to the e-paper version of The Times , utilities better than acrobat to help you to read 
it, Mimotek, Olive, Newsstand these are the printed copy but on a screen, the e-paper. I tried, it was 
fun for a couple of weeks, if I am on the computer I find I am doing certain things, reading a 
newspaper isn’t one of them. The same way as I wouldn’t watch TV if you put it on my computer I 
like to sit on a sofa and watch TV, and when I am the computer I am not sitting on a sofa, I am sitting 
on a chair and I wouldn’t watch TV on a chair, I as a subscriber gave up after a while. Content, 
content, content, give me the content I want on a piece of paper and I’ll start buying the newspaper, 
the medium, the paper, sit and read it on a comfortable chair, people read newspapers in certain 
situations where having a screen is completely inappropriate. 

Its gone stale, my daughter doesn’t read newspaper. Publishers think the e-edition will get younger 
readers, rubbish. Same garbage content will be just as boring for my daughter on the web as on a 
piece of paper. If the content was good, I think my daughter would prefer to have it on a piece of 
paper. It is content. 
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Younger Readers 

Now all the studies have shown that to attract younger readers and attract those who no longer buy 
newspaper, you got to keep it a small size, convenient to handle, and keep it to 20-min read. Which 
explains why the Metros etc have been so successful. Actually people read them. 12 year old kids on 
the London tube going to school in the morning reading the metro, if you gave them the Times and 
said have one, they wouldn’t read it, can you imagine a twelve year old reading the Times even if it 
was free, no - they would just leave it, give them the Metro, they’ll read it. The answer is content. 
Content on paper. 

Distribution 

There would be a revolution if all newspapers could reach their subscribers at 6.30am, but in order 
for this to happen, the post office would have to change their whole shift structure, at the moment this 
is a challenge in most countries. 
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Appendix 4 - Interview with Mr. Dominic Lyle 
24 th August 2004 

Evolution 

The digital revolution is happening so fast that it’s caught newspaper on the hop and throws into 
question the way they work and they way the deal with consumers. If I was a newspaper I would be 
looking really hard at what I am doing and how I run my business. If you think back ten years the 
way people communicated with each other was relatively simple, you had leisure and entertainment 
etc. Basically radio, TV, books, newspaper, not terribly complicated. Now an enormously complex 
structure - people are using text messaging etc in the next 5/10 years it will even get more 
complicated, the way in which computers and TV will merge will revolutionise the way we get info 
into the home makes people get much more info , there are only a limited amount that people can get 
info from and they will go for the most simple and convenient. 

Newspapers have a unique role in that they are very different way of consuming infonnation, you 
don’t rush through a newspaper, you tend to sit down and read it, an intellectual pleasure, an 
emotional - favourite journalists, that’s why its widely distributed, roots in the population, but the 
younger generation are less likely to use it and will have a diff outtake on things its happening so fast, 
information gulf between people who are 12-18 now and 20-30, diff way of looking at things. 

Content is most important. It’s what people want. 

Younger generation 12-18 years old, people start consuming branded info much earlier than they 
used to - an important target audience., do it in increasingly subtle ways, yg more receptive. 

WARC - advertising resource centre. 

Advertising 

Look at adv it has changed as well, 10 years ago big brands would think newspaper and TV were the 
main way of adv themselves, two things have happened to change that 1. Recession; meant that adv 
have had to look closely at how they spend their money, 2. Revolution in adv agency business in that 
the media buying dept in ad agencies have broke away and fonned themselves as media agencies and 
the other side creative agency, a newspaper need to go to two org for a campaign, creative agencies 
are struggling, media agencies have grown, bought back into big groups now offering other services 
creative etc. a. explosion of number of people on market + very strong comp from new sector - 
cheaper rates. 

Means that adv who have benefited from this cheaper prices also been exposed to a greater number of 
ways to reach target audiences, no longer consider TV and newspaper adv to be the first ones and 
everything else a bolt-on. Sales pro, direct mail, SMS - fun and cheap and effective. 

Threat - Now that recession is over we wont see return to big spending on adv, at same time another 
revolution going on - sponsorship industry used to understand football etc, don’t understand brands, 
trust gap between big adv and sponsorship agencies. Media agencies understand brands but not 
platform, football etc. gap closed and sponsorship will become better way of brand promotion.- 
another threat to newspaper, press becomes one of lots. 

Tried to get on board digital revolution set up websites defeats purpose of being a newspaper, much 
more efficient to have classified ads online, easier to access, move around. Newspaper - not the best 
media for this. They have risen to challenge before. 

Adv can segment the market anyway, they have plenty of other options open to them, newspaper get 
to get on board to make adv choose them. Particularly classified ads. 

Local in national paper, local ads, adv pay a premium? 

Digital printing and local ads - wont pay a premium, the people you attract by having that service are 
local advertisers, so you are adding to your sales costs, if you are a big int brand you don’t need to get 
the local, a local shop - would need to add to sales force considerably. 
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Adv on Internet - increasing slowly, annoys people, www.iab.net danny meadows klue 
Avoiding ads personal video recorders people edit out ads, pdrs more common in future, newspaper 
have an advantage in that they cannot be edited out. 

Brand 

Personal relationship with newspaper that you don’t get with the Internet. Very personal - my 
newspaper. Reinforcing brand statement is very imp for newspaper - FT very successful, IHT not. its 
up to newspaper to prove to adv that it’s a good thing to adv in newspaper, they are not very good at 
that - the TV people are good at it. 

Customisation 

Adv want everything on a plate they want newspaper to come and say if you advertise in my 
newspaper this is what you will achieve. They will work out their brand and its relationship with 
people - breaking through clutter to get to target audience. If newspaper can convince adv that that is 
what they can do, then there will be advertisements. Advertiser won’t help newspaper to do their job 
properly, bad about pushing impact and effectiveness, no good always talking about readership 
profiles. 

Distribution methods 

Who wants their newspaper at 6.30 in the morning? Most people want content which is tailored to 
them, people are getting lazier and lazier and less and less able to make decisions for themselves. 
Pick up a newspaper and have that and that and that to get subscribers. TV can do it - finding out 
about people... 
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Appendix 5 - Interview with Mr. Micha Moses 
August 2004 

Mimotek started in February 2000 with just an idea 
PCM Uitgevers in Netherlands publish 5 national newspapers. Projects from PDF to XML for them. 
The Independent, in process of doing 24 titles for them. 

Spain - Grupo Godo. 

Flave positive cash flow, products, architect, existing customers and some partnerships to close. 

Some newspapers are making the PDFs available, just the page. Others have online newspaper where 
you have either have the PDF or the bitmap of the page, click on page and get image of article. They 
extract PDF on the fly out of the newspaper. There are a couple of different ways of doing that. We 
are extending the PDF workflow and the online newspaper, doing a lot of archiving, PDF to XML, 
PDF to PDF, other projects. 

Repurpose print material as much as they can by extending the PDF workflow. The online newspaper 
you can’t earn a lot of money with at the moment. 

Their customers are the publisher. 

SVG ideas. New ideas about structured PDF. Able to enter into PDF page - make it variable, import 
data and create new PDF pages, variable PDFs 

Continue printed newspaper, they will extend workflow - create good archives, ‘re-purposeable’, can 
be used for syndication, for online business purposes, can be used to republish in newspaper - PDF 
articles stored away, select a topic and take out all those articles published in a certain timeframe, pull 
them together and build a new newspaper with same look and feel as original, can be delivered in 
PDF or printed on a press, they believe the printed newspaper will exist for a long time. 

Articles from a lot of newspaper and put them together - personalisation, also articles from diff 
languages in one newspaper - a multilingual newspaper. 
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Appendix 6 - Questionnaire completed by Mr. John Poulin and telephone interview 
August 30 th 2004 

Do you see growth or further decline in the printed newspaper industry? 

FLAT FOR 6-8 YEARS THEN A DECLINE IN PRINT 

Do you think consumers are more interested in content and timely delivery than the medium, or 
quality of the medium? 

CURRENT CONTENT, COST EFFECTIVE, FUN 

Do you feel that customisation (of advertising and content) and personalisation (targeting specific 
people) and segmenting the market (matching content and advertising to peoples needs and 
geographic location) are important? 

YES 

What changes have you seen in the newspaper industry in the last say ten years? Also, in the 
workflow? 

DIGITAL WORKFLOW, CTP, FATSER MAKE READY LATEST NEWS, LESS PAPER 

Have you seen changes with the increase in global travel? 

YES 

Do you see any changes in the future with distribution methods - retail outlets, postal delivery, and 
home-delivery? 

VERY MUCH SO, DISTRIBUTIONS BECOING ONE OF THE LARGEST COSTS AND MOST 
IN EFFICIENT ASPECTS. 

Classified ad market, will that change with e-bay etc? 

NOT FOR A WHILE 

Will environmental legislation affect the way the industry works? 

NOT SURE 

Do you see changes in the fonnat of the printed newspaper as necessary (smaller size, more colour, 
more pictures)? 

SMALLER SIZE, MORE PAGES, MORE COLOR ADS, MORE COLOR EDITORIAL 

Is there a good future for more inserts, supplements, stick-on's, and poly wrapping? 

POLY YES OTHERS NO 

How do you think digital options will reshape the newspaper industry e.g. increased use of Internet, 
broadband connections, mobile data services? 

OPTIONS IN REMOTE PRINTING AND MULTIPURPOSE^ DATA 

Do you see digital options replacing the printed product or being used as a complementary product? 
COMP FIRST, REPLACEMENT OVER TIME 

Will digital options increase value for the publisher in terms of revenue? 

MAINTAIN NOT INCREASE VALUE 

How long do you think it will take for such options to get off the ground from the publishers 
viewpoint? 

3-12 YEARS 

What are the technological constraints in making this happen? 
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PRIMARILY CURRENT PRESS INVESTMENT AND CULTURE 


What are the market constraints in making this happen? 

NO MARKET CONTRAINTS, IT IS THE ABILITY TO SUSTAIN AN INCREASED 
DEPRECIATION ON CURRENT INVESTMENT AND TO STAY IN BUSINESS WHILST 
MAKING A PARTALLEL INVESTMENT IN NEW “TOOLS” 

Do you think it will affect employment? Will current staff be trained to take on the future? 

IN SOME CASES YES, IN OTHER CASES NEW STAFFING 

Do you see it as an opportunity to build new business or as an opportunity to expand existing market 
segments? 

BOTH, THEN LET ONE DIE AS THE OTHER GROWS 

It is an opportunity for re-purposing applications to make the most of multi-channel advertising 
(print, internet, email) - do you see opportunities in using the existing content to satisfy a greater 
portion of the market? 

YES PLUS EXPANSION 

Digital Printing: Allows reaching markets with only a small amount of copies being printed, do you 
see this as opening up new opportunities in the area of local advertising? 

YES PLUS DECRESING THE COTS OF THE MOCEL TODAY PLUS REPLACING THE 
REMOTE PRINTER WITH A NEW BUSINESS MODEL TO BE EMBRACED OR NOT 

Do you think the increasing use of Internet, broadband Internet, and third generation mobile data 
services have affected or will affect the industry? 

THEY WILL BE ENABLERS 

What do you think is a good strategic plan to increase circulation and subscribers? By digital means? 
CAN’T SHARE THIS WITH YUOU AT THIS TIME 

Do you think there should be co-operation with other newspaper publishers to achieve similar goals? 
IN NON COMPETE MARKETS 

Do you think its essential to find out more information about the consumers in order to target them 
more effectively and to open up new possibilities of added value? 

YES, YES, YES 

Do you think free commuter newspapers affect the readership of titles? 

ABSOLUTELY 

Is it essential to find new ways to target younger age groups? 

YES 

Will deadlines (advertising, production) be shortened anymore? 

AS TECHNOLOGY WILL ALLOW 

Is your company actively involved in improving the newspaper market? 

VERY MUCH SO 
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Follow-up phone interview with Mr. John Poulin 
September 1 st , 2004 

Clients: Associated News, Daily Mail, Metro 

Enabling technology that will require the industry to change. 

The industry will hang on as long as it can to what it knows today and it will change as it has to, now 
starting to have to. 

Digital Printing 

The printed newspaper will decline over 12-15 years, however the way with which its printed today 
will change tomorrow, it will still be printed but not on $15million presses. 

Printed by another means i.e. digital printing and print on demand. 

Take for example Evening Standard in UK, have areas like Reading that are hard to distribute to, the 
cost of distribution is the second largest cost of printing a newspaper, instead of trying to service the 
remote locations which are a low percentage in overall sales, have to figure out an alternate way to 
print in that location, other than using traditional offset printing - this is where the challenge lies right 
now. 

If you look at other markets like Japan and US where you don’t have a lot of nationals but a lot of 
regionals, and the regional might be small with 10k copies, can’t sustain big press for this. 

Models changing: 

1. small regionals 

2. nationals for remote locations 

3. nationals for offshore locations 

4. Roaming readers - service cruise ships, hotels, airlines 

Market newspapers should be attacking; the Newspaper Direct and Newsstand market. 
NewspaperDirect will not be able to sustain their business model with an A3 copy at €2/copy. 

Another technology will replace that where NewspaperDirect will be severely challenged, i.e. digital 
presses. 

Digital press - a new one March of next year! Hotels queries you when you check in of what you 
want, they say I have an order tonight of 135 copies of IHT +60 FT etc. Volume remains the same 
every night, but the mix of newspapers change for the printer. It makes no difference. 

Now have a mechanism that can serve exactly what you want with no waste and no distribution costs. 
The press not in the hotel, but a press servicing 8/10 hotels; a contract press for the ‘basket’. 

This press only has to run 6 hours a night, beyond that, the hotel isn’t mission critical, don’t have to 
start distribution at lam, can start at 6am, the last set of copies ran for hotel which is incremental 
business, the user who goes to these areas, the travelling reader, gets used to this kind of copy and 
starts to request it from his local paper supplier. We will see more of an evolution towards tabloids as 
well. They are most cost effective. 

Digital press for newspapers will be on the market in the very short term, l sl generation - that will be 
less than one year and we expect in 2 years the 2 nd generation product will come out, it will be a 
retrofit of the 1 st so there wont be a significant increase in investment and they have identified the fact 
that there is a worldwide need of 10-15k units today, without even having a product. Italian market - 
geographically challenged to publish a newspaper - long and narrow market, demographic are 
different all over. Interesting because of distribution costs - 25 cents per copy, 10. 

Co-operation 

Publishers will have to co-operate. There will be ‘baskets’ - baskets of publishers who are not 
compete publishers but want to utilise and amortise the cost of digital presses in certain markets. The 
person who is the printer may not be the same printer of today, may be a new generation printer, and 
will go ahead and sign these basket agreements. For small regional runs. 
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Younger readers 

For younger readers need to change the content - the generation coming along is an instant 
gratification generation, there is no desire to wait for anything, if you want it you buy it, no matter 
how much debt you accrue, have to offer a virtually instant gratification document and digital 
printing allows. 

Traditional printing of newspapers is a twelve-hour process - page make-up etc., if something 
happened at 4pm, and you wanted to get it on the streets immediately on the front page, you can do it 
in 20 minutes with a digital press, where the offset press takes another twelve hours, losing instant 
gratification. 

YG still want paper. The Internet keeps on growing but is not really evolving, you may have had 
USA Today on there a year ago and now there is a hundred titles, but it hasn’t evolved to be 
interactive, to do crossword puzzles, cant book tickets, restaurant. 

Until it becomes interactive and allows advertisers to link to it so that people can buy products. There 
is more content but its just copycat content. Everybody copying what everyone else is doing and I 
don’t see the breakthrough there. Instead of opening up laptop for news, listen to radio or look at 
plasma screen. 

Digital Editions 

Digital editions and PDFs are ok but not to be printed at home because; it may cost $1/€1 per day for 
a newspaper, so €30 per month, but when you print it out at home, replace ink cartridges at least once 
every two weeks, which means you have to go to the store and buy some, it’ll cost €50 and you will 
realise how expensive it is. You don’t realise on a day by day because the cost per day is low. 

Customisation 

Personalisation - taking different sections from different newspapers, may pay a premium for it. 
Flight to London and they know my profile, when I get in my seat, 1 st class, there would be exactly 
what I like to read. Therefore, more perceived value for the reader. Targeted to individuals and 
specific sectors. 

To make this happen, people must be subscribers. Hotels are virtual subscriptions every night, 
everybody who checks in is a subscriber for one day etc. a cruise ship is a subscriber for 7-14 days, if 
you look at specific markets - hotels, cruise ships, airlines etc., you have a virtual subscription model. 
If you have personal addresses of people, there may be some demographics. 

Cost of newsprint is going to go up. 
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Appendix 7 - Interview with Mr. Rick Zednik 
August 24 th 2004 

Circulation 

PriceWaterhouseCoopers - showing in Europe, Middle East, and Africa circulation in all types of 
newspaper projected to decline from 2002-2008. The only regions growing in that time is eastern 
Europe and that only 1% in 7 core markets of western Europe its going to decline by 4%, middle east 
Africa declining less but still declining. Break it into specific countries - Italy is growing, France and 
UK are flat, Russia and Czech republic are growing, turkey is growing, Ireland Portugal Spain 
growing, Germany is sinking, Hungary, Greece growing down. Mixed picture, some growing, some 
declining. Overall projected to go down. What is contributing to that? 

Technology, people are becoming more interested in getting their news from different sources besides 
newspaper, 

2000 was as peak ever, after economic boom in 90s, natural to have a decline after that. In a country 
like Germany, the market is too crowded too many publications competing for few too readers, so 
natural that some of those publications will have to die or shrink. That’s a big factor even with very 
strong newspaper, they are all fighting decline, newspaper industry is a very mature industry. Not a 
new industry just discovered, been around for a long time and have found their audiences and their 
people and there aren’t many people out there still to find, so newspaper are still one of the most 
effective means for disseminating news and advertising but its getting more and more competition, 
TV, cable TV, internet. The numbers - newspaper as a whole, most newspaper are very general 
interest, WSJE is not, it’s a niche product, a business tool, some of the trends that affect them affect 
us but for different reasons and in different ways. Sell a lot of copies to companies and companies are 
trying to get info more efficiently into their offices, electronic news services. But a lot of newspaper 
are leisure reading. Paper media is never going to die, people always like to print things out and read 
it on paper, esp. leisure reading. E.g. De Telegraaf- sells a lot of newspaper on coast of Spain in the 
summer - Dutch tourists. People want their paper to make them feel comfortable and remind them of 
home, you cant get that same feeling from a computer screen, you cant go to the beach with a 
computer, this wont affect the WSJE, people don’t take it to the beach, so it affects us in different 
ways. 

Digital editions counted in circulation? (Every country own ABC) 

UK allows newsstand PDFs, don’t allow online subscriptions - they reckon the reader experience is 
different and that’s the reason not to count it. I think the reason not to count it is advertising is 
different, so ABC should not allow paid sub online unless adv is the same and it isn’t. The US has 
allowed it. The adv help make the rules - weird! Broken out into print and online. 

Cost of getting newspaper to airlines and the revenue you get, the cost is higher, so money is lost in 
that sense. We do it because the advertising value of reaching those readers is significant, BA - 8k 
copies on BA - biggest customer. The value of having those copies in front of 8k BA passengers 
every day is hugely valuable to advertisers. 

International newspaper, and people who read it and international business people and they travel a 
lot, number of business-only airline trips in the past month - 46%, almost half the readers take one 
airline trip a month. Travelling all the time - valuable for advertisers. 

Eurostar - business lounges, have a lot of free newspaper - some are really crap. They sell 
advertising by making promises of circulation to advertisers. 

Structure must be changed. Organisation is very separate - online and print, but customers aren’t 
separate. Same brand, same stories, but different medium, inhibiting strategy - with global readers. 
Focusing on businesses to buy subscriptions, more tactical than strategic, cost efficient with 
marketing money. 

Strategy - focusing on global news whereas FT positions themselves as European newspaper. 
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World’s largest economy is US. Then Japan, then China India, the business is being moved global 
outside of Europe. The market leader in US and Asia. Europe has strengths - global news. Need to 
keep an eye on US presidential election, etc so wont be caught unprepared. 

Content v Medium 

People care first about the content, the medium is important, there are some people who are romantic 
about the newspaper as a medium, but most people are not. They may feel an emotional connection to 
a journalist, brand, can be connected to brand, but can also read that on the internet, same content and 
brand. People care first and foremost about the content. The medium is important, a lot of people read 
newspaper for a long time because there wasn’t much else. Now more options. Tabloids a really 
smart thing - small format, people would prefer something more convenient. 

A3 will be accepted. Not a whole lot of magic to the paper that newspapers are printed on. An article 
on whiter paper, easier to read, doesn’t matter if its stapled together, more portable size. Nice thing 
about newspaper is the paper is relatively light. 

The future is not a choice - conventional newspaper or computer, will be combinations in between, 
two possibilities most likely right now 

1. Print on demand, digital printing - where you don’t have to distribute newspaper, newspaper 
business it’s a colossal waste of paper, human energy, fuel - planes cars. Everybody continued to use 
it and pay for it because there wasn’t another way of doing it, but now there is. The Internet is not the 
better way, still moving towards the better way, best way. Things like. Newspaperdirect contract with 
intercontinental hotels. Good for publisher don’t have to waste copies. Price will come down. 

2. Computers become much more convenient, phones, palm pilots, tablet a4 size and light, digital 
ink. Newspapers aren’t the best solution but neither are PCs or laptops. 

People have come to expect articles for free, now high quality news for free. This is killing the 
perceived value for customers for what they are getting. There is such good quality info. Now people 
think that they don’t have to pay for it, so they don’t associate the value with it, so they wont pay for 
it, becomes a downward spiral, if no-one is willing to pay for it, then how can you produce it. There 
is a danger that quality info will become more scarce and maybe more expensive. Information is 
either really cheap or really expensive. Opportunity in between is shrinking. Bad because good info is 
only for people with money, bad for society. 


Customisation 

Really difficult in newspaper market. Conventional wisdom is readers want info customised for their 
interests, a lot of truth, customise news - in theory sell and divide WSJ into sections, and ask how 
many sections do you want a day - one, two three sections.. .try that but that is very difficult for 
printing and distribution, hard and expensive. And the readers who say they want their news 
customised would not be willing to pay the price. Means small volumes, cost per copy goes up, not 
realistic. Digitally totally realistic, online editions.wsj.com one of the best examples out there, email 
alerts, customised home pages etc. 

Standardized news - if every body had all of their news customised, you only find out about the 
things you wanted to know about, can miss out on very important news, wars etc., you don’t think to 
put Afghanistan on your choices etc. people would like some element of standardisation, so that they 
could be a well informed individual about the important things happening in the world. Some people 
don’t know about things outside their own country because they don’t think it affects them, suddenly 
an attack from a part of the world that they thought didn’t affect them. If you are not informed about 
it, then you are caught by surprise, its embarrassing and dangerous. 

4 extra pages on topics of choice is a good idea. Core strengths of newspaper industry are its 
distribution - no other product that hand delivers, used to be milk! May be the saviour of newspaper 
industry if they can sell that distribution to another industry - cooperate with others to deliver things. 
Supermarkets.. 

8-page special sections inserted in local papers, not customised. Already in a Greek and Italian paper. 
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Digital Printing 

Wsj not a typical newspaper, subscribe to a very wide geographic area. Countries with small 
circulations need digital printing. Too big to cut, too small to actually print there. Have to focus 
resources. Have to concentrate on core markets - those with the biggest volumes. 

Free commuter 

Metro smart business, content from quality newswires, the one big risk is their only source of revenue 
is the advertiser they don’t have any other source of revenue, when adv market goes down they get 
hit really hard, that’s the risk from getting no revenue from circulation and you’re at the mercy of 
advertising cycles. When times are bad, adv is the first thing to be cut, sales isn’t really connected to 
adv. Don’t see immediate effects to the results if they cut their adv, adv must be done over long term. 

Younger Readers 

Younger readers - educational programme - university age group. Good investment. US has 
programme for high school student. Survey of subscribers - where were you first introduced to it - 
60% said when they were a student - good investment, get people when they are in their 
impressionable years. Average reader is 48 years old, target 35-++, once you hit 35 you don’t change 
your habits very easily, been working more than ten years, family, has habits and newspaper asks 
them to change their habits. Investing in online edition moving towards young audience. 
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Appendix 8 - Questionnaire 

The Viability of Digital Options in the Newspaper Industry 
General Questions 

1. Do you see growth or further decline in the printed newspaper industry? 

2. Do you think consumers are more interested in content and timely delivery than the medium, or 
quality of the medium? 

3. Do you feel that customisation (of advertising and content) and personalisation (targeting specific 
people) and segmenting the market (matching content and advertising to peoples needs and 
geographic location) are important? 

4. What changes have you seen in the newspaper industry in the last say ten years? Also, in the 
workflow? 

5. Have you seen changes with the increase in global travel? 

6. Do you see any changes in the future with distribution methods - retail outlets, postal delivery, and 
home-delivery? 

7. Classified ad market, will that change with e-bay etc? 

8. Will environmental legislation affect the way the industry works? 

9. Do you see changes in the format of the printed newspaper as necessary (smaller size, more colour, 
more pictures)? 

10. Is there a good future for more inserts, supplements, stick-on's, and poly wrapping? 

Specific Questions 

11. How do you think digital options will reshape the newspaper industry e.g. increased use of Internet, 
broadband connections, mobile data services? 

12. Do you see digital options replacing the printed product or being used as a complementary product? 

13. Will digital options increase value for the publisher in terms of revenue? 

14. Do you think consumers will take up the digital options of the future in the short term and will they 
last and develop further? 

15. How long do you think it will take for such options to get off the ground from the publishers 
viewpoint? 

16. What are the technological constraints in making this happen? 

17. What are the market constraints in making this happen? 

18. How do you see it affecting the workflow? Prepress, editorial, IT, production... 

19. Do you think it will affect employment? Will current staff be trained to take on the future? 

20. Do you see it as an opportunity to build new business or as an opportunity to expand existing market 
segments? 

21. It is an opportunity for re-purposing applications to make the most of multi-channel advertising 
(print, internet, email) - do you see opportunities in using the existing content to satisfy a greater 
portion of the market? 

22. Digital Printing: Allows reaching markets with only a small amount of copies being printed, do you 
see this as opening up new opportunities in the area of local advertising? 

23. Do you think the increasing use of Internet, broadband Internet, and third generation mobile data 
services have affected or will affect the industry? 

Personal Future Plans 

24. What do you think is a good strategic plan to increase circulation and subscribers? By digital means? 

25. Do you think there should be co-operation with other newspaper publishers to achieve similar goals? 

26. Do you think its essential to find out more information about the consumers in order to target them 
more effectively and to open up new possibilities of added value? 

27. Do you think free commuter newspapers affect the readership of titles? 

28. Is it essential to find new ways to target younger age groups? 

29. Will deadlines (advertising, production) be shortened anymore? 
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